'Exploding'  industry  meets  in  Chicago 


By  Mark  Andrews 

The  state  of  the  leisure  electronics 
industry  can  be  summed  up  in 
one  word:  Exploding. 

It's  an  industry  that  just  won’t 
stand  still  long  enough  to  be 
analyzed. 

But  more  than  50.000  people  will 
get  a  brief  glimpse  of  the  State  of 
the  Industry  this  month  in  Chicago 
at  the  1981  International  Summer 
Consumer  Electronics  Show’,  the 
world's  largest  trade  fair  devoted 
exclusively  to  electronic  merchan¬ 
dise.  CES.  open  only  to  the  trade. 


Dealer  instructs  consumer  on  VCR  operation  at  The  Movie  Store, 
Framingham,  Mass. 


runs  from  May  31  to  June  3  in 
Chicago’s  McCormick  Place, 
McCormick  Inn.  and  Pick  Congress 
Hotel. 

CES,  as  industry  insiders  well 
know,  is  held  twice  each  year — in 
Chicago  in  June,  and  in  Las  Vegas 
in  January.  Video  has  been  the  star 
of  both  the  summer  and  the  winter 
show  for  several  years  now,  and  is 
certain  to  stay  in  the  spotlight  as 
this  year's  Chicago  extravaganza 
gets  under  way. 

Showgoers  will  be  swimming  in  a 

Continued  on  Page  10 


Accessories 
boost  video 
retail  sales 

by  Kathleen  Lander 

Smaller  in  dollar  volume  but 
bigger  in  profit  is  the  way 
dealers  characterize  the  new  and 
growing  market  for  accessories  to 
use  with  video  hardware. 

Covering  a  range  from  small 
items  such  as  cables,  connectors, 
and  storage  or  carrying  cases 
through  bigger  ticket  items  of 
image  enhancers  or  bulk  erasers, 
the  accessories  have  a  big  market 
potential  when  you  look  at  the  EIA’s 
hardware  sales  projections  for  this 
year — 350,000  disc  players,  1.2 
million  VCRs,  and  180,000  portable 
cameras. 

Add  the  possibility  of  storage 
Continued  on  Page  28 


Own-your-own  phone 
market  in  transition 

The  own-your-own  telephone  business  already  is  either  booming  or  on  the 
verge  of  a  boom,  depending  upon  which  retailer  is  talking,  as  consumers 
are  learning  that  it's  legal  to  buy  and  install  their  own  equipment  and  save 
money  at  the  same  time. 

With  unit  sales  estimated  at  2.5  to  3  million  this  year,  up  about  1  million 
from  last  year,  the  independent  telephone  business  is  preparing  for 
sustained  growth  throughout  the  decade.  Currently  the  market  is  in  a 
transitional  stage  from  universal  consumer  rental  of  instruments  from  AT&T 
and  other  telephone  companies  to  customer  ownership. 

Retailers  feel  they  will  be  competing  with  the  telephone  companies,  which 
now  supply  90  per  cent  of  telephones  in  use.  on  a  more  even  basis  now'  that 
the  customer  knows  the  cost  of  renting  an  instrument  and  can  easily  figure 
the  payback  time  on  a  purchase. 

Cordless  telephones,  even  at  prices  of  $100  to  as  much  as  $650, 
considerably  more  than  other  styles,  are  sales  leaders  this  year.  Unit  sales 
may  reach  800,000,  up  from  150,000  two  years  ago,  estimates  Extend- A- 
Phone,  one  of  the  larger  manufacturers.  Operating  by  radio  to  a  base  station 
which  sends  the  signal  into  the  telephone  line,  the  new  cordless  styles 
permit  talking  and  listening,  without  pushing  buttons,  from  distances  of 

Continued  on  Page  44 


Learning  aids 

take  off  with 
electronics 

By  Bob  Citelli 

Learning  aids,  once  considered  in¬ 
significant  in  most  toy  outlets, 
have  taken  off  with  the  help  of  elec¬ 
tronics. 

In  the  days  of  flash  cards  and  map 
puzzles,  learning  aids  were  of  little 
consequence  to  toy  buyers  w  ho,  like 
the  children  who  used  them,  looked 
upon  them  as  mere  extensions  of 
school.  However,  they  say.  micro¬ 
processor  technology  has  added  the 
one  element  that  was  missing: 
fun — and  the  category*  is  currently 
experiencing  phenomenal  growth. 

According  to  NPD.  Floral  Park. 
New  York,  electronic  learning  aids 
rose  to  $174  million  at  retail  in  1980, 
Continued  on  Page  60 


Saleswoman  demonstrates  Showtime  Video  Ventures’  Image 
Enhancer  at  Harry’s  Video  Mart,  Upland,  Calif. 


•  Mini  components  P.  14 

•  Palmquist  on  systems  P.  25 

•  Patrican  on  tape  P.  27 

•  Sales  aids  P.  70 


Computer  sales  are  up; 
say  prices  not  a  factor 


Merchants  report  significant 
gains  in  personal  computer 
sales  during  the  first  half  of  1981 
compared  with  the  same  period  last 
year,  but  add  that  some  manufac¬ 
turers’  lower  prices  have  not  played 
an  important  role  in  their  advance. 

Beginning  with  Texas  Instru¬ 
ments’  announcement  late  last  year 
that  prices  on  the  99/4  were 
slashed,  a  number  of  other  personal 
computer  manufacturers  (notably 
Atari  and  APF)  announced  similar 
reductions,  while  Commodore  un¬ 
leashed  its  VIC  20.  slated  to  retail 
for  under  $300.  It  was  felt  at  that 
time  that  the  lower  prices  would 
spark  new  interest  and  generate 
more  sales.  And  indeed  sales  are 
up.  Industry  prognosticators  fore¬ 
see  100,000  personal  computers 
shipped  this  year  for  the  home/ 


hobbyist  market,  with  expectations 
that  211,000  units  will  be  shipped  in 
1984.  Yet  most  of  the  sales  activity 
has  come  in  the  middle  and  higher 
end  of  the  personal  computer 
spectrum. 

Mid-priced  machines  (Cromenco, 
Altos,  Apple,  North  Star  and  others) 
are  finding  their  way  into  business 
applications  w  ith  relative  ease.  And 
these  same  machines  are  holding 
their  own  against  higher-priced 
systems  like  Wang.  Data  General, 
Digital  Equipment  and  Hewlett 
Packard,  which  seek  to  come  down 
from  their  hold  on  the  minicompu¬ 
ter/desktop  market  to  take  advan¬ 
tage  of  this  obvious  trend. 

And.  though  some  low-end  sys¬ 
tems  have  come  down  in  price  to  a 
point  where  they  could  conceivably 
Continued  on  Page  52 
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^  mctomers  don’t  buy  different  prod^ 

Sony cnstoniei^a  different Sonys. 

±  MMXsJ  **  eventu-  product  in  our  e 


In  the  past  few  years,  we’ve  ail  been 
witness  to  a  dramatic  revolution  in  home 
electronics. 

Which  means  that  as  more  and  more 
products  come  out,  there  are  more  and 
more  products  for  you  (and  your  customers) 
to  choose  from. 

But  there’s  a  certain  choice  customer 
who  doesn’t  make  choices: 

The  Sony  customer 

As  technology  becomes  more  and  more 
complex,  his  choice  is  still  simple.  Because 
he  realizes  Sony  invents  much  of  the  tech- 


tant  reason  that  hi -  1 ■  s ony  products 

years  to  come.  .  famous  Sony 

And  he  knows  he  11  get  the  tam 

remarkable  BetaScan  feature.  Ur  any 


product  in  our  exciting  new  ilnf> 
radios,  and  tape  recorders  ' 0  S5  I 
So  while  the  market  fills  up  Wltu 
and  more  hardware  from  more  a  ^ 
manufacturers,  more  and  more  o  r: 
are  avoiding  the  glut. 

Because  after  all.  theyre  not  lnter 
in  new  products. 

Just  new  Sonys. 


><5r$ 
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THE  ONE  AND  ONLY 


ry  1980  Sony  Corporation  of  «« 

h"u",jr>  Betarn-jt  and  heiaSciii  are  1,0^. 

XfflS'R.SJJSf  «»  «  Si' cB.w  co 


May  31  to  June  3. 


WALK- A-  ROUNDS 


LW9000 
DELUXE  STEREO 
CASSETTE  PLAYER 

This  high  fidelity  portable  cassette  player  is 
only  3 W  x  53/ie"  x  13/ie"!  Complete  with 
featherweight  headphone  set,  handsome 
carry  case  and  cassette  pouch.  Features 
easy -sliding  volume  control,  tone  control  for 
more  or  less  treble,  and  a  talk  line.  Operates 
on  3  "AA"  penlite  batteries  or  AC  adaptor 
(not  included). 


IIA/C 

FM  STEREO 
POCKET  RADIO 

Our  truly  portable  FM  stereo... to  play  any¬ 
time,  any  place.  Only  3"  x  4V2"  x  1".  This  mini 
FM  receiver  is  loaded  with  features  -  an  LED 
stereo  indicator,  and  rotary  volume  control  so 
tune-in  is  easy.  Comes  with  mini-lightweight 
stereo  headphone,  sporty  carry  case  and 
carry  clip.  Uses  one  9-volt  battery  (not 
included). 


m 
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EACH  UNIT  COMPLETE  WITH  STEREO  HEADPHONE  SET 

Full,  rich,  high-performance  stereo  sound 


FOR  MORE  INFORMATION  CONTACT: 


Callaxlnc  1981 
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The  buck  stops 
at  the  bottom  line 

As  the  industry  converges  *n  Ch^cag  ^  •  and 

participants  will  ies  _ _ 

figures  regarding  the  leisur  nt  heiehts  tn 

marketplace.  \  ideo  w  i  « e  penetration  w*^eac  1  *Lrs  are  up- 

fheUArncHcanSlmarke^place!''ntherscont^end 

o  ^-5 

,iner' you  m,t  ‘  new 

In  mv  opinion  we  all  do.  jhilitv  to  research  and  de\  e  p 

Manufacturers  have  the  responsibihtMo^re^  dissenlinate 

technologies  and  resultant  pi  oduc  •  dia  They  must 

information  to  the  consumer  th^ugoh^fT0f.purchase  materials  and 
serve  the  retailers,  too  by  providing  P^n^hui-t  if  manufacturer 
sales  training  for  retail  staffs.  A  products  making 

toned  down  the  talk  of  soon-to-be-relea  P  sumers  have  adopted  a 
“dinosaurs’*  of  what  s  currently  s  talk  0f  the  bells  and 

wait  and  see  attitude  having  heard  manufac  tw0  years  down 

whistles  of  the  future.  “Why  should  I  buyjt  now  Manufacturers  ust 

the  road  it  will  be  cheaper  and  bet*5p  respectable  price  points  if 
provide  current,  quality  n’erchand‘se^"enSrPoefit 
they  and  the  retail  community .are t  both  to  P™F  ^  ^  (<)  get 

Retailers  have  responsibilities  too.  If  ;  the  consumer 

bigger  then  they  must  prov.de  adequate  !^";°neducating  ,he 
who  approaches  their  Mies  coun^Th  e(J  salesman  will 

retail  clerks  who  work  in  their  stores.  An  unpr  y  their 

surely  lose  the  sale.  Additionally.  retaden\  .  t  in  returning  or 
customers  with  on-going  programs.  They  *  correct 

repairing  defective  merchandise.  They  can  provide  the  correc 
Zr  and.se  mix  of  hardware,  software  and  accessor.es  to  gam  the 
confidence  of  the  repeat  customer.  They  can  stimulate  the  market 
participating  in  co-operative  advertising  programs  an 
legitimate  consumer  savings  on  legitimate  products.  „ 

Retailers  must  also  work  to  prevent  scandals.  They  ha 
legitimate  branded  merchandise  to  prevent  the  negative  Pubbc“- 
that  can  and  has  given  this  industry  a  black  eye.  The  retail  communi 
must  be  conscientious  and  shy  away  from  pirated  recor  s  an  p  - 
counterfeit  speakers  and  substituting  inferior  merchandise  for  quality 
goods.  Selling  to  the  consumer  under  false  pretense  only  destroys  the 
retailer’s  reputation  while  leaving  a  bad  taste  in  the  mouth  of  the 
consumer  who  will  question  whether  all  retailers  are  alike. 

Finally,  we  have  a  responsibility.  That  is  to  present  you  with  the 
information  necessary  to  run  your  business  today.  Our  position  is  not 
to  judge  vou  as  others  in  this  industry  have.  Our  job  is  to  make  your 
job  easier.  To  do  that  we  will  continue  to  detail  viable  merchandising 
techniques  as  reported  by  leading  retailers  and  manufacturers  so  that 
today’s  bottom  line  grows  and  tomorrow’s  starrv-eyed  predictions  are 
reached.  As  alwrays,  we  welcome  your  comments  and  suggestions. 

— Stephen  Bentkover 
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,  COMPONENTS  GAIN  MARKET  SHARE 

M1N  'C,°c^re7s  bead  for  Summer  CES  with  man 
Tfnmany mini  configurations  and  many  mini  designs 

rnvlPANlES  VIEW  AUDIO  INDUSTRY  P0S1T|\ 
V[EW  COylna  Tech?  what  is  Loranger?  And  what’s  the 
£r,mdN  A.D.’We  wondered  too-and  got  the  story . 


MC  rRAnd  SYSTEMS-THE  T  REND  FOR  THE 
re  sell  hidi  these  days,  you've  got  to  have  a  system 

Don  Palmgoist  of  Kenwood 
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^HE  VIDEO  PRICING  AND  PROFIT  MUDDLE: 
Tpower  head  of  the  American  Video  Association,  ana 
some  facts  of  life  in  the  video  industry . . 


r  anK  VIDEO  TAPE  SEEN  AS  REAL  PROFIT  MAi 
Don  Patrican  says  the  tape  shortage  could 

blessing  in  disguise . 
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— -,uc  way  WE  WERE  AND  WHERE  \\  E  ARE  GOI 
T  industry  veteran  David  Feir  of  BSR  .surveys  the  revolut, 
leisure  electronics  and  tells  how  it  will  affect  out  lives 

years  ahead . . . 
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iROMINENT  TAPE  DISPLAYS  EQUAL  MORE  SAL 
audio-video  dealers  around  the  nation  tell  us  in  a  telep 

survey . 
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TDK  leads  the  way. 

TDK's  sales  formula  is  a  runaway  success.  It  consists  of  one  ot  the  most  rapid  turnovers  you  II  ev er  see. 

Up  to  eleven  times  a  year.  Which  adds  up  to  maximum  dollars. 

Your  TDK  customers  come  in  pre-sold.  Concurrent  advertising  campaigns  and  promotions  make 
sure  of  that.  From  mass  market  campaigns  on  national  television  to  targeted  butt.  From  breakthrough 
videotape  advertising  to  outstanding  corporate  image  ads.  Your  customers  know  that  \\  hether  the\  re 
asking  for  a  cassette  in  the  Premium  Series,  the  Reference  Series,  a  new  open  reel  or  videocassette  — 
TDK  puts  them  in  another  league.  In  fact,  TDK  has  earned  so  many  honors  in  every  tape  category,  it  s 

outdistanced  many  of  the  top  contenders  for  #1  position. 

TDK  offers  you  the  kind  of  leadership  which  leaves  out  no  details.  In  technology  or  mar  kt  ting. 
You'll  see  it  operate  in  over  100  quality  audio  and  video  products  and  accessories.  >ou  II  see 
it  work  in  your  store. 

Is  there  an  easy  formula  for  success?  TDK 
thinks  so.  Margin  +  Promotion  +  Advertising  x 
Turnover  (up  to  ll  times)  equals  maximum 
Dollars.  But  even  that  formula  won't  put  you  in 
the  running.  Unless  it's  TDK. 

“SEE  US  AT  BOOTH  #606  AT  THE  SUMMER  CES“ 

CC  Copyright  1981  TDK  Electronics  Corp 


TDK  LEADS  THE  WAY. 
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Motorola , 
Signetics 
pool  efforts 

SAN  FRANCISCO— The  Semi¬ 
conductor  Group  of  Motorola 
Inc.  and  Signetics  Corp..  a 
wholly  owned  subsidiary  of  U.5. 
Philips  Corp..  have  agreed  to 
pool  their  efforts  in  developing 
16-bit  microprocessors  over  the 
next  five  years. 

According  to  a  joint 
announcement  from  Motorola 
and  Philips,  two  of  the  world’s 
major  electronics 
manufacturers,  the  goal  of  the 
five-year  plan  is  to  develop  “an 
enriched  family  of  integrated 
circuits,  software  products  and 
allied  development  tools 
conceived  in  an  architecturally 
consistent  environment." 

Under  the  agreement,  the 
announcement  says,  “Signetics/ 
Philips  will  alternate-source 
Motorola’s  M68000 
microprocessor  family  in  a 
technology  exchange  aimed  at 
creating  industry’s  strongest 
16-bit  product  line.  An 
accelerated  rate  of  M68000 
design-ins  by  original 
equipment  manufacturers  is 
expected  as  an  early  result.” 

The  program  is  also  expected 
to  motivate  both  companies  to 
exchange  independently 
developed  products.  Both 
Motorola  and  Signetics/Philips 
plan  to  produce  M68000-based 
software  including  operating 
systems,  language  processors 
and  application  packages,  and 
development  system  tools.  By 
1983,  the  announcement  says, 
the  two  companies  anticipate 
adding  at  least  12  new  M 68000 
designs  to  the  family  portfolio. 


Disney 


adds 


tocking  distributors 


distributors  to  it  isjoned 

sar^‘|rnsarneffort 

to  improve  its  national 

distribution.  oanv  vice 

president  Ben  Tenn1  he  ^ 

distributors  will  give  us.  a 

dealers,  another  option  in 

marketing  our  new  tal 

videocassette  sales  a  d  ^ 

one-stop  selling  and  lo 
warehousing  as  well  «  « 

Disney  a  great  deal  of  vid 
experience. 

Among  the  distributors 
joining  the  Disney  organization 

ire  Stir  Video.  New  York:  Vtdeo 

Trend.  Michigan;  A-l  Video, 


r» 


. . 
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distributors  pose  with  a  famous  mouse 


Disney's  new 

ss&,Vwd’‘nd 

Sounds/Video  Unlimited, 


Sharp  taps  VHD  d isc 

library  comparable  in  size  and 


PARAMUS,  N.J.— Sharp 
Electronics  has  announced  its 
intention  to  market  the  Video 
High  Density  (VHD)  videodisc  in 
the  U.S.  in  the  first  quarter  of 
1982. 

According  to  Robert 
Whitehouse,  general 
manager-TV/VTR,  full  product 
specifications  and  marketing 
plans,  including  price,  will  be 
announced  later  this  year. 
Whitehouse  reports  the  firm  will 
concentrate  on  the  marketing  of 
players  only,  which  will  be 
designed  and  produced  by  Sharp 
at  its  plant  in  Tochigi,  Japan. 

Whitehouse  says  the  VHD 
disc’s  stereo  capability  played 
an  important  role  in  the 
decision-making  process.  He 
asserts  Sharp  delayed 
announcing  its  plans  until  the 
company  w  as  certain  a  software 


DISTRIBUTORS  SHOW:  Video  Distributors  of  New  England  and 
Altec  Distributors  recently  presented  the  “The  First  New  Enoland 
Video  Show  “  Close  to  four  dozen  exhibitors  attended,  demonstratina 
video  accessories,  software,  game  cartridges  and  satellite  receivers 
Several  hundred  dealers  flocked  to  the  show,  which  was  staoeri 
during  the  first  weekend  in  April  at  the  fashionable  Sheraton  Tara  in 
Framingham.  Mass.  Above,  dealers  crowd  into  Showtime  Virion 
Ventures’  booth  to  catch  a  glimpse  of  that  firm’s  accessories  line  ° 


quality  to  those  of  the  other  two 
formats  would  exist. 

The  general  manager  states 
his  company  “has  no  intention 
of  being  a  manufacturer  of 
software  at  present.  He 
believes  “the  hardware  factors 
seem  to  be  overwhelmingly  in 
favor  of  VHD  for  our  company, 
but  the  software  factors  were  an 
unknown  until  recently.”  He 
notes  the  company  is  noiv 
convinced  a  software  library  for 
the  system  will  be  in  place  by 
year’s  end.  Whitehouse  added: 
“We  are  impressed  with  the  fact 
that  the  VHD  camp  (VHD  Pro¬ 
grams  and  VHD  Manu¬ 
facturing)  will  accommodate 
all  programmers  from 
independents  to  movie  studios 
by  subsidizing  custom  pressing 
for  private  label  distribution.” 

Set  dates  of 
IT  A  seminar 

NEW  YORK — The  Home  Video 
Programming— 1981  seminar, 
sponsored  by  the  International 
Tape  Disc  Association,  will  be 
held  November  17-19  at  the 
Essex  House  Hotel  here. 

Although  the  seminar  has 

^n.held  ,n  October  in  the  past, 
the  change  of  dates  was 
necessitated  by  ITA’s  first 

staa0ertean^emin"-  which  Will  be 
sugui  in  Cannes,  France 

Octoher  10-12.  in  conjunction 
with  the  VIDCOM  ‘81 
exhibition.  Further  details  can 
be  obtained  through  the 
association. 
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Chicago,  Denver  and  L 
Angeles.  Photo  distrib  - 
include  Brandees  Bro* 

Chicago,  and  Satter 
Distributors,  Denver. 

EIA  director^ 
now  avails  b 

WASHINGTON-The 
Electronics  Industries 
Association  has  public 
1981  edition  of  its  Trad 
Directory  and  Member 
This  annual  publics 
authoritative  listing  of 
Association  member  c 
and  affiliates,  show  in. 
division  locations,  phon 
numbers,  top-level  m, 
personnel,  products 
manufactured,  trade  n 
EIA’s  Board  of  Goverr 
the  Association’s  com: 
organizations,  as  well  a 
|  of  EIA’s  divisions,  dep 
councils  and  panels. 

The  EIA  Trade  Dire^ 
available  at  $20  per  cop 
for  members  or  $40  for 
non-members.  The  Dire 
may  be  purchased  by  writ  g 
EIA,  2001  Eye  Street  N 
Washington,  D.C. 

20006— Public  Relations 
Department,  Attention: 
Directory.  Prepayment  w 

a  $2.50  handling  charge 

ERA  REPC0 

open  to  trade 

NEW  YORK— The  New  V 
Chapter  of  the  Electrons 
Representatives  As>^'  0\  ' 
(ERA)  announces  Ktrv 
will  be  held  September  - 

at  Terrace  On  The  P  ‘r  t„ 
Flushing  Meadow,  i  ^ 
show  .will  be  open  h01 
It  p.m.  daily.  OPen  't\lu„, 
of  the  trade  only,  tn  s 
features  electronic  Pr0t  u- - 
equipment,  parts.  a^.[le,.s 
and  accessories  toi  1 L 
distributors.  _ - 


to 
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3 1 .2%  of  households  own  hi-fi:  EIA  study 


WASHINGTON— A  total  of  31.2 
percent  of  the  nation’s  households 
own  component  stereo  systems, 
according  to  a  new  one-vear, 
SI 00.000  study  conducted  by  a 
major  consumer  research  organiza¬ 
tion  for  the  Consumer  Electronics 
Group  of  the  Electronic  Industries 
Association. 

The  study,  carried  out  by  Market 
Facts  Inc.  of  Chicago,  also  shows 
that  40.7  percent  of  households 
surveyed  own  compact  stereo 
systems,  while  28.8  percent  own 
stereo  consoles. 

The  survey,  titled  Purchase  and 
Ownership  Patterns  of  Home  and 
Car  Audio  Equiipment.  is  the  first 
such  study  ever  commissioned  by 
the  EIA.  Jack  Wayman,  senior  vice 
president  of  EIA  CEG,  says  that  it 
provides  the  audio  industry  for  the 
first  time  with  “really  definitive 
information  that  will  be  useful  to 
our  industry  market  and  product 
planning  processes.” 

EIA  has  divided  the  survey  into 
two  parts.  Phase  I  is  based  on  a 
scientific  sampling  of  25,000  house¬ 
holds  that  received  survey  forms  by- 
mail  and  were  asked  to  complete 
them  and  send  them  back  in.  The 
response  rate  was  an  impressive 
68.8  percent,  according  to  EIA. 

Phase  II  of  the  study  is  being 
conducted  by  telephone,  the  Associ¬ 
ation  says.  Results  of  that  poll  are 
expected  to  be  released  at  the 
Summer  Consumer  Electronics 
Show  in  Chicago. 

The  Phase  I  report  is  divided  into 
three  sections:  home  audio,  port¬ 
able  and  personal  audio,  and  car 
audio.  The  home  and  personal  audio 
section  includes  statistical  tables 

Says  pocket  stereo 
will  exceed  $200m 

HOUSTON,  Tex. — Retail  sales  of 
ultraminiature  personal  cassette 
machines  and  pocket-size  FM 
radios  with  lightweight  headphones 
will  reach  2  million  units  in  the 
United  States  and  will  climb  to  5 
million  units  worldwide  this  year, 
predicts  Andy  Andros,  chairman 
and  chief  operating  office  of 
Technidyne  Corp. 

Approximately  800,000  personal 
hi-fi  units  were  sold  worldwide  last 
year,  says  Andros,  with  about  one 
third  of  the  sales  made  in  this 
country.  He  cites  New  York  and 
California  as  the  largest  U.S. 
markets,  but  says  that  the  Rocky 
Mountain  area  leads  in  per  capita 
sales. 

Technidyne,  which  manufactures 
Hip  Pocket  Stereo  personal  hi-fi 
units  and  accessories,  says  that  it  is 
the  second  largest  supplier  of  such 
products  in  both  the  domestic  and 
foreign  markets. 

Andros  forecasts  that  total  retail 
sales  of  personal  stereo  products 
should  exceed  $200  million  during 
1981,  making  them  one  of  the 
fastest-growing  product  categories 
in  the  consumer  electronics  indus¬ 
try. 


showing  the  basic  ownership  pat¬ 
terns  of  audio  consoles,  compacts 
and  component  systems;  ownership 
of  the  three  types  of  systems  broken 
down  by  the  ages  and  sex  of 
purchasers:  estimated  owner  age  at 
time  of  purchase:  age  of  equipment 
owned:  ownership  of  personal  and 
portable  systems  related  to  family 
income,  city  size,  age  of  purchaser, 
and  family  income;  and  ownership 
of  personal  and  portable  audio 
equipment  related  to  size  of 
population. 

Phase  II.  says  EIA.  will  deal  with 


more  subjective  market  data  such  as 
pre-purchase  attitudes,  product 
knowledge,  and  elements  of  the 
purchase  decision. 

The  home  audio  section  of  the 
Phase  I  report  shows  that  10  to  14 
percent  of  the  owners  of  console, 
compact  and  component  stereo 
systems  also  own  a  second  category 
of  equipment.  The  median  age  of 
home  audio  owners  at  time  of 
purchase  is  42  for  console  owners, 
31  for  compact  system  owners,  and 
30  for  component  system  owners. 

Forty-seven  percent  of  the  pur¬ 


chasers  of  console  stereo  systems 
are  male,  the  report  shows.  It  also 
reveals  that  males  buy  53.2  percent 
of  compacts  purchased,  and  74.1  to 
89.6  percent  of  the  various  kinds  of 
separate  components  included  in 
the  survey. 

Copies  of  Phase  I  of  the  study  are 
priced  at  $35  each  to  cover  printing 
and  handling  and  are  available  from 
EIA.  Both  Phase  I  and  Phase  II  will 
be  regularly  updated  so  that  trends 
in  purchases  and  ownership  of 
audio  equipment  can  be  followed, 
promises  EIA. 
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PINK  FLAMINGOS 
DIVINE 

# 9206  95min. 


“4TH  OF  JULY  PICNIC” 
WILLIE  NELSON  IN  CONCERT 
#9204  100  min. 


“AUDITIONS” 
#9201  82  min. 
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“MS.  DON  JUAN”  “THE  CRYSTAL  VOYAGER” 
BRIGITTE  BARDOT  PINK  FLOYD’S  MUSIC 
#9200  95  min.  #9205  85  min. 


n 


“THE  GREAT 
McGONAGALL’ 
PETER  SELLERS 
#9202  92  min. 


Sound/Video  Unlimited 

5404  West  Touhy  Avenue  Skokie.  Illinois  6007  f 
31 2/674-0850... 31 2/561  -2500 ...Toll  Free  800, 3-3-4.  3 
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Small  New  England  Show 
generates  positive  resu,ts 

Recently.  billed 

bv  Video  Distributors  of  New  Englttnd  and  ^ 

DiB«h  Stephen  and  I  have  attended  similar  eve b-s  in  ^  P«  ,  h 

researching  the  electron, c  game  segmern  attenda„ce.  « 

we  knew  in  advance  the  show  would  .  were  a  major 

compelled  to  attend  this  industry  first  ,  number  of  our 

manufacturer  launching  a  new  venture^Apparemi^^  ^  was 

colleagues  in  the  trade  press  felt  the  s,  arve|ed  over  this  new 

overrun  with  reporters.  Many  in  tFe  other  industries’ 

concept”  in  trade  shows,  not  realiz  g  All  were  in 

distributors  hold  similar  shows  on  a  regi  «  .  ^  was  overdue. 

agreement  that  such  an  event  for  the -vid  ‘  |  distributor 

‘  For  the  unannointed.  the  idea  put  briefly  is 
calls  together  his  customers  over  a  shoi  t  Pen(f!  Manufacturers’ 
simultaneously  present  the  various  Imes  he  offers^  Manuta^  ^ 

reps,  and  in  some  instances,  the  manu  ac  ur  offered  and 

present  to  instruct  and  inform.  Usually,  show  specials  are ^o 

smart  retailers  can  pick  up  additional  savings  v  a  ,^e  |one 

When  this  particular  show  was  over.  Stephen  a"d  d  Tf,e 

trip  home  from  Massachusetts  to  reflect  on  w hat  a  ,  -n 

most  obvious  realization  was  the  stark  contrast  t  ** 
comparison  to  an  event  like  the  Summer  Consumer  Elect™"  C 
There  weren’t  hundreds  of  displays,  there  were  dozens.  Full_b 

manufacturers’ displays  were  still  in  their  crates  back  at  t  e  ir 

warehouses  waiting  to  be  shipped  to  Chicago.  In  their  stea 
manufacturers’  booths  were  limited  to  covered  tables  measuring 
several  feet  at  most.  There  weren't  any  press  parties  to  wine  an  me 
the  media;  no  oysters  rockefeller,  no  shrimp  scampi,  no  cocktai  s  or 
hors  d’oeuvres.  And  there  weren’t  any  basketball-playing  pariots  or 


S 


A  ndels  to  lure  buyers  into  booths,  either.  H,lt  H 
-.'index-clad  tnodeis  there  vvas  a  real  need  up  ,n  Nf.v 

wastt-l  necessary  be  how.s  sponsors  successfully  fl||ed  •„ 

hat  weekend  and I  tl  Wan  areas  New  England',  v, 

Unlike  mns,  ">alor  b<?nveen  (as  are  the  people  who  |ivc 
.tlets  are  few  and  f  information  that  niters  through  t, 

:£Ulms  tha.  .he  .^,1  as  the  larger  *.„*.«*£ 
manufaef^'' efforts  on  top-ranking  markets  A  distrih 

concentrate  ‘^'^  ham  serves  to  overcome  tha, 

like  the  nee  m  Fran  d | ^onstrateS  this  m  my  mind.  Wh«e  c, 
one  case  m  ph'nl  "  F  h  a  middle-aged  woman  who  r,., 
with  the  ^«rXre  passed  by  the  table.  She  stood  silent , 
opened  a  video  sto  Foot.|ong.reproduction  of  a  Fu,i  L-750 
moment.  ‘  obvi0uslv  intended  to  be  a  potm-of.purdl 

videocassette  box  ^  |oQk  of  bewilderment  took  hold  of  j 
for  retailers  sne  _noH  h  couragc  to  approach  the  region,, 
she  finally  but  '  ed  t0  be  present.  "Tell  me."  she  sat 
manager  who  h  PP  does  (h;s  format  differ  from  Beta  or  \ 
hold  of  the  box.  .  ljtely  explained  the  item  was  on 

Tbe  g^'""3f"r  point-of-purchase  and  continued  talking  to 
reproduction  t  1  0f  his  product  line, 

explaining  the  be  ^  exception.  She  may  very  well  be 

This  woman  retailing  community.  At  worst  she  is 

the  norm  m  fi  ^  number  of  retailers  who  get  into  the  bus 
represent,  t  *  a  VCR  and  think  video  is  great.  Manul 

Continue  to  eat  and  sleep  with  their  major  accounts  lea, 
m  leCgu  .0  Slug  it  out  on  his  own  in  the  trenches.  Bu,  manrn  . 

•  .founts  include  distributors  as  well,  and  it  is  up  top 
distributors  to  provide  that  vital  link  between  manufacturer 
retailer  Thev  must  relay  the  know-how  and  understanding 
accumulated  to  the  retailer  or  the  process  that  should  exist  « 
down  Altec  and  Video  Distributors  of  New  England  have  la 
onto  an  idea  whose  time  has  come.  Other  distributors  should 
note  of  this  development  and  consider  the  benefits  that  are  t 

derived .  iu 


Fuji  readies  metal  tape 


Unrestricted  rental  prograrr 


NEW  YORK— Fuji  has  developed 
two  new  metal  videotape  formula¬ 
tions  which  it  says  are  not  yet 
market-ready  but  “represent  the 
next  generation  of  ultra-high- 
density  recording  tape.” 

John  Dale,  vice  president  of  the 
company’s  Magnetic  Tape  Division, 
claims  that  the  new  experimental 
products  "are  the  first  advance 
tapes  of  the  1980s  to  achieve 
high-density  recording  wavelengths 
below  the  one-micron  range.” 

The  two  new  formulations  are 
called  metal  videotape  (MV)  and 
vacuum  videotape  (VV).  When  an 
MV  tape  is  used  on  a  half-speed 
VHS  recorder  with  special  sendust 
heads,  says  Dale,  “the  net  result  is 
a  +  13dB  increase  in  video  output 
ratio  over  previous  Beridox  VHS 
and  Beta  tapes.  At  a  recording 
wavelength  of  0.6  microns,  im¬ 
provements  in  video  output  and  S/N 
ratio  are  +  17dB  and  +  14dB 
respectively.” 

The  new  VV  formulation,  accord¬ 
ing  to  Dale,  is  manufactured  using  a 
proprietary  vacuum  evaporation 
process.  VV  tape  has  a  cobalt 
compound  magnetic  layer  only 
1,500  to  2,000  microns  thick,  he 
says,  yet  “can  withstand  all  of  the 
stresses  imposed  by  sophisticated 
VCRs,  including  still-frame  play¬ 
back.  In  contrast  to  the  MV  tape.” 
Dale  adds,  “the  VV  tape  permits 


recording  with  a  conventional  fer 
rite  head-equipped  VCR.  It  also  has 
a  higher  sensitivity  for  recording 
wavelengths  under  eight  microns 
At  a  one-micron  recording  wave 
length,  it  offers  a  +9dB  increase  ir 
sensitivity,  while  at  0.6  micron; 
there  is  a  +lldB  improvement’ 
over  the  performance  of  MV. 

Dale  says  that  Fuji  has  perfectet 
the  MV  formulation  and  has  sup 
plied  samples  to  the  leading  VCI 
manufacturers,  who  have  begun  t< 
develop  systems  that  will  bi 
compatible  with  it. 

Samples  of  the  VV  tape  have  noi 
yet  been  released  to  manufacturers 
he  says,  but  the  company  plans  ti 
work  with  VCR  manufacturers  oi 
developing  hardware  that  will  worl 
with  it. 

“The  announcement  of  these  twi 
new  metal  videotape  formats  b 
Fuji  demonstrates  our  technologica 
strength  and  our  commitment  to  th' 
video  recording  medium,”  Dal 
declares.  ”While  we  cannot  knox 
for  certain  which  format  wil 
become  the  accepted  standard,  w, 
intend  to  take  the  lead  among  tap 
specialists  in  developing  compatibl 
hardware.  I’ve  often  stated  that  a 
audio  and  video  recording  become 
more  demanding  on  the  software 
buji  will  come  to  the  forefront  W 
are  now  working  actively  to  haste 
this  evolutionary  process.” 
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dramatizes  dealer  support 


HOLLYWOOD— Video  Gems  an¬ 
nounces  an  unrestricted  rental 
program  designed  to  dramatize  its 
support  for  this  dealer  activity. 

According  to  Video  Gems  presi¬ 
dent  Joe  Infante,  “Dealers  should 
use  every  legitimate  merchandising 
technique  conceivable  to  compete 
individually  for  new  business  and  to 
help  build  our  industry." 

Established  in  1979,  the  firm  is 
one  of  the  largest  independent 
manufacturers  of  prerecorded 
videocassettes  in  the  U.S.  Video 
Gems’  line  includes  four  collections 


of  full-length  feature  titles  Man. 
Arts  Mayhem,  Superior  R.  Chil¬ 
dren’s  Classics  and  Stellar  Per¬ 
formances.  The  current  cat 
over  22  titles  with  a  new  ti 
program  said  to  contain 
movies  to  be  released  by 
July. 

Rental  promotional  aids 
to  dealers  include  aur 
banners,  posters,  other  r  i 
purchase  materials,  consu 
logs,  dealer  catalogs 
enlarged  co-op  newspape 
ad  campaign. 


Sony  markets  Mag  Video 
titles  in  Beta  format 


distributing  a  wide  selec 
Magnetic  Video  Corp.'s  pr, 
ed  videotapes  in  the  Beta  ft 
lack  Dreyer.  vice  presid 
general  manager  of  fv 
Videos  Consumer  Produc 

Sonv  !nanC  ‘hc  ann°uncen, 
8ony  confirmed  ij.  Sony  s; 

distributing  the  Beta  cass 

across  Vh  a"d  aPPlia"ce 
across  the  nation. 


Magnetic  Video  recently 
prices  on  top-selling  Bc 
In  announcing  the  Sony  1 
tion  plan,  Dreyer  declares- 
strength  of  Sony’s  market"-'.^ 
ganization  selling  MagnetK  ^  (|,e 

prerecorded  viceocassetto  ^ 

field  will  greatly  entlJ1  vt 
distribution  coverage.  'L.jdei* 

retail  network  will  widely 

_  .Tsf  0U‘  f 

consumer  awareness  U1 
duct.” 


The  First  Video  Accessory 
Your  Customers  Will  Need! 


Telesound  is  the  unique  self-contained  stereo  amplifier  and 
speaker  system  specifically  designed  to  improve  the  sound 
quality  of  any  TV,  VCR,  videodisc  player. 


Simple  hook-up 
Excellent  warranty 


•  Profitable  < 

•  Versatile  < 

•  Sells  itself 

•  Helps  to  ■ 

demonstrate  other  Ip 

video  products 

How  available  at: 

VIDEO  WHOLESALERS  N.E.,  INC. 

One  Entertainment  Plaza  •  P.O.  Box  610 
Middletown,  NY  10940  •  800-431-5645  or  914-343-2100 
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Exploding'  industry 


meets  in  Chicago 


Cover  Story 


Continued  from  Page  1 
flood  of  shiny  new  videocassetle 
recorders,  video  cameras,  video 
accessories,  video  software,  and 
videogames— to  say  nothing  of  the 
videodisc  player,  which  is  now 
being  advertised  to  the  tune  of 
millions  of  dollars  a  year  and  may 
well  be  one  of  the  hottest  home 
video  products  of  the  1980s. 

The  audio  dealers  descending  on 
Chicago  will  find  even  more 
emphasis  this  year  on  one-brand 
prepackaged  systems,  minicompo¬ 
nents.  portables,  and  pocket-sized, 
headphone-equipped  “personal 
cassette  players,  cassette  recorders 
and  FM  AM  radios. 

In  separate  audio  components, 
there  will  continue  to  be  less 
emphasis  on  exotic  specifications 
and  more  stress  on  bells  and 
whistles,  convenience  features,  and 
futuristic  cosmetics  such  as  LED 
readouts,  fluorescent  gas  displays 
and  computerlike  controls. 

Manufacturers  of  personal  elec¬ 
tronics.  home  computers  and  elec¬ 
tronic  games  will  be  in  Chicago  with 
what  promises  to  be  a  record 
number  of  new  products  that  talk, 
play  music,  print  out  information, 
and  interact  with  the  user  in  an 
ever-growing  number  of  different 
wavs. 


Sales  Climb 


In  seminars  and  conferences 
during  the  show,  attendees  will 
hear  how  factory  sales  of  major 
consumer  electronics  products 
climbed  to  more  than  $10  billion  last 
year  for  the  first  time  in  history — to 
a  total  of  $10.77  billion,  compared 
with  $9.27  billion  in  1979.  Accord¬ 
ing  to  the  E1A,  which  compiled 
these  figures,  retail  sales  of 
consumer  electronics  products  to¬ 
taled  $16  billion  last  year. 

And  Jack  Wayman,  senior  vice 
president  of  the  Association’s 
Consumer  Electronics  Group  (CEG), 
predicts  that  this  will  be  another 
banner  year  for  the  industry. 

“The  future  is  now,”  declares 
Wayman,  “but  within  the  blink  of 
an  eye  there  will  be  a  ‘future 
future.’  There  are  at  least  20 
product  categories  in  consumer 
electronics  that  have  less  than  5  per¬ 
cent  saturation,  and  these  offer 


Leisure  electronic  products  on 
display  at  Friendly  Frost,  Gar¬ 
den  State  Plaza,  NJ.  (above)  and 
Grand  Central  Cameras,  N  Y. 


Consumer 
Electronics 

Products  J§§ 


Manufacturers  Sajes 
components,  to  the  Su  f 

many  observers,  also  set  pr  ‘  < 
factory  sales  last  year  J  " 

the  E1A— hitting  a  tota 
billion,  up  from  $1.2  bini(ir  i'll 
preceding  year.  ^ 

Wayman  is  making  no 
about  how  hi-fi  componer , 
this  year.  But  he  sees  g0, 

ahead  in  most  of  the 

‘Wf  — 


other  product  categories  ’r 


Annual  factory 
sales  of 
consumer 
electronics 
products 
estimated  in 
millions  of 
dollars 


r - — 

personal  electronics.  pers 

_ iiMTii'*  i‘  ~  1  J  — t i.  • 


puters,  and  electronic  gar 


Receiver* 


.  Recorders 


^ara'eAud'O 

Components 


Video  Cassette 
&  Players 

x  '  Source: 

Electronic  Industries 
Association 

except  electronic  games 

•  ' Electronic  Games 

_  {Not  ^deo)'  /  /  -source  m„ica 

iQ»n  / Toy  Manufacturers  of  America 


.  rapi<8y 
tndus^ 

®  sale? 

ngu 


.  Monochrome 

TV  Receivers 


for 


unprecedented  opportunities 
sales  right  now  .” 

Ludwig  A.  Huck  of  Genera 
Electric,  board  chairman  of  the 
E1A/CEG.  concurs:  “This  is  one  of 
the  most  exciting  decades  in  the 
industry’s  history.  Its  technological 
advances  and  the  resultant  new 
product  categories  have  had.  and 
will  continue  to  have,  a  major 
impact  on  our  lives  both  econom¬ 
ically  and  socially.” 

Video,  Wayman  and  Huck  agree, 
is  one  of  the  fastest-growing 
product  categories  in  the  industry'. 
Wayman,  echoing  a  view  often 
expressed  by  the  industry’s  top 
analysts,  says  we  are  in  the  midst  of 
a  “video  revolution,  a  new  era  in 
which  there  are  many  new  uses  for 
the  TV  screen — new  sources  of 
programming,  and  more  control  by 
the  viewer  over  which  programs  he 
will  watch,  and  when.” 

The  recent  explosion  in  sales  of 
videocassette  recorders  demon¬ 
strates  the  truth  of  Way  man’s 
observation.  Last  year,  EIA  figures 
show,  a  record  805.000  VCRs  were 
sold.  Wayman  predicts  that  sales 
will  hit  1 .2  million  this  year,  and  will 
more  than  double — to  around  2 


million — in  1982.  blank 

Manufacturer  sales  of  blank 

videotapes,  Wayman  continues 
totaled  18  million  last  year,  will 
almost  double  to  25  million  this 
vear,  and  will  increase  to  35  million 
in  1982.  Sales  of  prerecorded 
videocassettes  will  reach  about  5.5 
million  units  this  year  and  10  million 
next  year,  he  believes. 

And  although  only  about  40,000 
videodisc  players  were  sold  in  1980, 


Manufacturers  of  the  nv 
of  products  shown  at  Cf 
with  Wayman  that  we’ve 
the  beginning  of  the  gr0 ;  , 

consumer  electronics  indu 
serves  Alfred  Markim,  pr. 

Video  Corp.  of  America. 

“Video  is  obviously  a  ve- 
growing  segment  of  the 
Last  year  was  a  boom  vear 
of  VCRs,  and  they’re  now 
a  70  percent  faster  rate 
year.  It  looks  like  there  ma 
and  a  quarter  million  nev 
this  year,  up  to  a  total  of 
lion  homes  with  VCRs  by  t 
1981.” 

It  has  been  a  pattern  ir. 
dustry,  says  Video  Corp.'s  .  - 
that  about  two  prerecorde 
cassettes  are  sold  for  e\e 
VCR  purchased.  If  that  tr 
tinues,  he  says,  about  6  4 
prerecorded  tapes  will  be  - 
1981,  compared  with  abcu  -  - 
lion  sold  last  year. 

“That  means,”  Marl 
eludes,  “that  we  have  a  ver 
growing  video  industry.  T  arc 
ware  manufacturers  are 
strong  year,  the  people  in 
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This  is  one  of  the  most  exciting  dea 
in  the  industry's  history." 

—Ludwig  Huck,  General  Electric 


Wayman  forecasts  sales  of  350.000 
disc  machines  this  year  and  500,000 
in  1981. 

According  to  the  EIA,  color 
television  was  the  industry  leader  in 
factory  sales  last  year,  with  a 
record-breaking  $4  billion  worth  of 
color  sets  manufactured  and  sold. 
The  previous  record  year  w  as  1978, 
when  manufacturer  sales  of  color 
TV  totaled  $3.7  billion. 


‘Nearly  Saturated’ 


producing  prerecorded  sof 
having  a  strong  year,  the 

who  make  blank  tapes  are 

strong  year.  1  think  you  cat 
that  to  continue — strong 
through  to  the  end  of  the  >  ei‘ 

‘Tremendous  Growth 

Adds  Charles  Tolep.  vice 
dent  and  general  manager 

of  licensing  at  Viacom: 

•With  the  high  cost  Of  - 
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Wayman.  translating  dollar  fig¬ 
ures  into  unit  sales,  says  that  about 
10.2  million  color  sets  were  sold  by 
manufacturers  last  year.  But  he 
believes  that  the  market  for  TV 
receivers  is  now  “nearly  satu- 

raln*  j’  and  ^ales  of  color  sets 
will  decline  to  around  10  million  this 

y5ar  btlore  ed8*n8  upward  again  to 
about  10.1  million  in  1982. 

,  .F?Ci°^  SaleS  0f  mon°chrorne  sets 

i9Rned  aiTsti?;3  mUlion  unils  in 
198?‘  u.adds  Wayman-  but  will 
probably  drop  to  around  6  million 

sam/ ?  rema‘°  at  about  the 
same  level  next  year. 


and  the  rising  inflationary  - 


that  we  are  living  in.  the  _ 
generate  a  greater  need  ^ 

entertainment.  There  will  . 

need  for  various  lciror> 

entertainment  products  , , 

games  like  Alan  [ 

lntellivision.  prerecorded  ;b£ 

and  discs,  small  compute^  ^  ..e 
average  consumer  to  U5^ 
home.  1  see  a  tremendous  e  ^ 
the  acquisition  of 
machines.”  ^nntu^5 

“Consumers.”  Tolep  a  .^-efCr 
“will  be  looking  for  many  ^ 
types  of  programming-  ■  e  •. 
Continued  on 
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NOTHING  SACRED 

stoning  Corole  lombord 
and  Fredri c  Morch 


GULLIVER'S  TRAVELS 

singing  voices  of  Loony  Ross 
ond  Jessica  Drogonette 
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TRAIL 


SANTA 

0171  ng 

OIMo  Oe  Hovilood 


TH€  UTTl€  PfllNC€SS 

stoning  Shirley  Temple 


TH€  THIRD  MAN 

starring  Orson  UJcllcs 
ond  Joseph  Cotten 

Plus . . . 

THE  BIRTH  OF  R  NATION  -  THE  SCARLET  PIMPERNEL  -  TILL  THE  CLOUDS  ROLL  BV  -  THE  JUNGLE  BOOK  - 
A  STAR  IS  BORN  -  THE  EVIL  MIND  -  HORROR  EXPRESS  -  DIABOLIQUE  -  REPULSION  -  NIGHT  OF  THE 
LIVING  DEAD  -  THE  39  STEPS  -  M  -  THE  MAN  UIHO  KNEW  TOO  MUCH  -  SOMETHING  TO  SING  ABOUT  - 
RAIN  -  THEV  MADE  ME  A  CRIMINAL  -  GHIDRAH,  THE  THREE-HEADED  MONSTER  -  THE  SOUTHERNER  - 
THE  STRANGER  -  THE  OUTLAW  -  STAGE  DOOR  CANTEEN  -  THE  BLUE  ANGEL  -  REEFER  MADNESS 

Here's  your  chance  to  experience  the  greatest  and  most  memorable  movie  classics  ever  filmed,  right  on 
your  own  home  screen.  Meticulously  transferred  to  video  tope  from  original  film  masters,  these  cinema 
giants  can  now  be  enjoyed  in  the  comfort  ond  convenience  of  your  living  room,  with  oil  of  the  intensity 
they  hod  when  first  (os  long  os  o  half-century  ago)  they  were  viewed  by  fascinated  millions  on  the 
“silver  screen." 

Suggested  Retail  $49.95  —  $79.95  •  Dealers  Inquiries  Invited 


ti« 


f 


9K 


II 


your  MASTERCARD  -  VISA  -  AMERICAN  EXPRESS  -  CARTE  BLANCHE  -  DINERS  CLUB 

VC  II  INCORPORATED 
7313  VARNA,  NO.  HOLLYWOOD,  CA  91605 

Call  Toll  Free  24  Hrs.  1-800-423-2587  .  *6*“0319 

Telex:  651-461  .  Cable  Address:  VIDEO- VAN 


m/erqed  In  W|ndy  c'»y 
Exploding  industry  co  b 

r!_ . ^  m„  .nd  chief  ,  cards  'ding  „,L,Kamcs  las.  In  other  ca,cg„ries 


Continued  from  Page  10 
less  attracted  to  feature  titles  m 
1982.  and  will  be  attracted  to  other 
kinds  of  programs,  especially  learn- 
ine  programs — programs  that  will 
allow  them  actually  to  learn  at  their 
own  pace,  in  the  privacy  of  their 
own  homes,  just  by  pushing 
buttons.  They  can  learn  the  subject 
that  they  choose  to  learn  about, 
practice  it  at  their  own  convenience, 
and  enjoy  the  luxury  of  learning 
how  to  do  something  without  the 
embarrassment  of  exposing  the  fact 
that  they’re  just  learning.  Inter¬ 
active  programming  will  start  to 
develop  in  mid-1982  and  will  grow 
as  fast  as  the  consumer  becomes 
aware  of  these  programs.” 

Greatest  Potential 

Harry  Elias,  president  of  the 
Home  Entertainment  Division  of 
JVC.  is  yet  another  executive  who 
believes  that  video  is  “the  explosion 
in  the  industry."  And  the  video 
product  with  the  greatest  growth 
potential  over  the  next  five  years. 
Elias  feels,  is  the  videocassette 
recorder. 

The  audio  market.  Elias  predicts, 
“will  continue  to  grow,  but  very 
moderately.  The  extremely  rapid 
growth  that  we  saw  in  the  early  and 
mid-70s  is  something  we’re  not 
going  to  see  anymore.  But  we  now 
have  the  blue-collar  worker  who’s 
first  getting  into  audio,  and  that 
famous  female  who’s  getting  in¬ 
terested  in  audio  now.  Those  two 
markets  are  virtually  untapped 
markets — but  their  buying  habits 
are  different  from  those  of  the 
audiophile,  who  just  jumped  into  it. 
Dealers  are  going  to  have  to  learn 
how  to  merchandise  and  how  to 
advertise  to  this  new  type  of 
consumer.” 


man  and  ch«ei  -  t  cards 

J'TcTbIi.  3"  '"’P'>r,an'' 

result  of  ™rf.ory 
courses  in  many  ^eSgeneration 
educating  a  whole  &  who 

of  computensts— you  g  P  puter 

know  first-hand  what  the 
do  for  them 


com¬ 
as  a 

computer 

we  are 
iti 

ho 


according  X°'  videogames  last 

bough*  1-7  1  .  snorts,  and 

are  expected 


,ht  ,.7  mu.---.  rep0rts.  and 
year.  the  A*S<£  order  2?5  million 
are  expert e  mi|]ion  in  1982. 

this  year  and  ^  video  games. 

The  outlook  for  ^  so  bright  for 
the  El  A  be  iev  ^  b||t  Could  start 
the  rest  of  this  iqg2.  Wayman 

looking  up  ag  _ 


Consumer  studies  electronics  in  Sound  City's  window,  New  York. 


In  other  catcgor,es 
estimates  last  year' 
telephone  products  at 
2  million  units  and*"5  ni'"™ 

i  s*-v\ 

long  h  v. 


”r 

1.$^  ' 

units 

growth  over  the 

phones,  calculators, 

watches. 

John  McDonald. 

Casio— which  manufa^P"  !  , 
lators.  watches,  electron', 
instruments  and  a  widc 
other  kinds  of  product, 
company’s  business  is  aiv 
running  ahead  of  last  year 
electronic  keyboard  I 

lines  “have  truly  been 
tion,”  he  added. 
sellout  ever  since  deliver 

gip ;  HL ■ 

talking  Product, 

McDonald  sees  his 
segment  of  the  industry 
and  growing  as  concur 
tronic  products  continue 
less  expensive  and  more 
cated:  “More  — 


will  be  electronic  or  toe 

this  |  decade'" 


consumer 

.  .  ,  .  -to— ! 

electronics  during  this 
There  will  be  talking  clock 
watches,  inexpensive  seier 
culators  with  alphanume^  r. 
outs  that  print  the  formu 
talking  calculators.  There  !  n  . 
watches  with  calculators 
and  calendars,  and  th 
calculators  with  many  k 
built-in  games — throwawa 
ing  features  that  will 
product  a  new  twist  and  w 
any  more  to  manufacture 
Akio  Morita.  chairman 
executive  officer  of  Son 
agrees  with  McDonald 
ment  of  the  industry  and 
world  of  unlimited  possib 


"We  are  all  becoming  more  and  more 
computer-exposed." 

—Raymond  Kassar,  Atari 


Elias  also  advises:  “The  audio 
dealer  should  diversify.  He  should 
get  into  minis,  within  reason,  and 
he  must  get  into  video — the 
videocassette  recorder,  and  the 
videodisc,  which  is  down  the  road. 
He’s  going  to  have  to  do  that  if  he’s 
going  to  survive." 

“Eventually,”  Elias  predicts, 
“the  total  home  entertainment 
center  will  definitely  be  the  future 
of  both  audio  and  video.  Initially  it 
may  be  quite  expensive,  but  the 
prices  will  come  down  as  more  and 
more  people  get  into  that  market.” 

Manufacturers  of  personal  com¬ 
puters  and  videogames  feel  that 
their  products  will  also  be  an 
important  part  of  the  home  audio¬ 
video  system  of  the  future,  perhaps 
expanding  it  into  a  “HIS”  (Home 
Information  System)  as  well  as  a 
“HERS”  (Home  Entertainment  and 
Recreation  System). 

“All  of  us  are  becoming  more  and 
more  computer-exposed,”  com¬ 
ments  Raymond  E.  Kassar,  chair- 


“Home  television,”  adds  Kassar, 
“is  no  longer  a  passive  on-or-off 
proposition.  Millions  of  people  now 
use  their  television  screens  to  play 
video  computer  games.  Tomor¬ 
row,  home  computers  linked  with 
interactive  cable  TV  will  create  a 
home  console  offering  an  unprece¬ 
dented  range  of  information,  com¬ 
munication,  education,  computa¬ 
tion. 

“People  will  compare  their  scores 
in  computer  games  and  self- 
improvement  programs,  much  as 
people  compare  golf  scores  today. 
People  will  ask,  ‘What  kind  of 
computer  do  you  have?’  People  will 
collect  software  libraries  which  will 
be  roughly  equivalent  to  bookstore, 
newsstand,  reference  library,  de¬ 
partment  store,  grammar  school 
and  university  combined.  1  do 
believe  ours  will  be  the  most 
important  consumer  products  in¬ 
dustry  of  the  century.” 

Videogames,  a  first  cousin  to  the 
home  computer,  were  big  sellers 


says  that  $400  million  worth  of 
handhelds  were  sold  by  manufac¬ 
turers  in  1980,  but  predicts  the 
figure  will  decline  somewhat 
for  this  year.  Then,  says  Wayman, 
sales  will  start  increasing  again, 
and  will  continue  to  climb  during 
the  years  to  come. 

Nick  Underhill  of  Entex,  one 
leading  game  manufacturer,  says 
he  believes  that  electronic  games 
“stumbled  over  their  own  popu¬ 
larity  in  1980“  but  will  regain 
stability  this  year  with  some 
interesting  state-of-the-art  innova¬ 
tions. 

The  problem  that  handhelds 
encountered  last  year,  Underhill 
teels,  is  that  the  popularity  of  the 
product  led  many  manufacturers  to 
overproduce  for  a  new  market  that, 
while  substantial,  was  close  to  its 
peak. 

rhe  market  became  flooded 
with  many  products  using  outdated 
technology  and,  combined  with 
the  economy,  that  created  a  glut 
that  even  stifled  the  sales  of  the 
most  advanced  products,”  he  says. 

“The  benefit  from  all  this,” 
Underhill  points  out,  “is  that  it  has 
created  problems  for  those  who 
haven’t  kept  up  with  technical 
developments— and  this  will  lead  to 
a  fallout  of  lesser  producers,  leaving 
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‘Unlimited  Innovate 


“In  this  world,”  declare 
“we  foresee  many  proble 
difficulties  in  political  and  e 
fields,  in  energy  sour, 
supplies,  in  prices,  and 
However,  1  deeply  feel  tha 
fortunate  because  we  are 
electronics  industry,  wher 
limited  innovation  is  expt\ 
are  convinced  that  techn 
innovation,  created  by 
ingenuity  and  wisdom,  is  the 
to  overcome  such  problems 


rontinue  our  growth.' 

Morita  says  he  is  pleased  * 
:urrent  state  of  the  indu' 
adds:  “I’m  even  more  con 
about  the  long  term.  In 
an  integrated  systems  appr 
home  electronics,  telecom r 
tions  and  information  P1 
will  emerge.  These  system'  ' 
include  the  videotape  recover  - 
disc,  cable  TV.  dig.tal .  «£ 
intelligent  terminals  an  ^ 
computers-even  MteUt 
mission.  We  are  strongly  P»s  v; 
to  do  well  in  this  great  nt 
our  industry."  w  nlil, 

“Yes."  agrees  J><*  .  ,hJ: 

“this  is  the  ‘future  nu,U' 

awaits  us,  a  time  o 
product  development  an 


Last  yea r,  Fuji  went  to 

great  lengths  in  premium 

videocassettes,inereased 

sales 200%  and  helped 
you  make  higher  profits 

than  ever  before. 


The  best  just  got  one  better. 


We  didn't  upgrade. 

We  aren't  making  any 
fancy  new  claims.  We 
don’t  have  to. 

Because  we  started 
with  the  best  video¬ 
cassette  line  you  could 
offer  your  customers,  in 
the  widest  choice  of  Beta 
and  YHS  lengths. 

We  just  made  it  one 
better.  With  our  longest 
Bela  yet.  The  first 
fou  r-and-a-halt -hour 
videocassette  with  peer¬ 
less  Fuji  performance. 
The  new  L-750. 

And  if  you  think 
we've  gone  to  great 
lengths  in  video¬ 
cassettes.  just  wait  till 
you  talk  to  us.  We  re 
ready  to  help  you  sell  the 
exciting  products  in  our 
1981  line  like 
never  before. 


m  BERIDOX 


Including  Fuji’s  highly 
acclaimed  audio  tape. 
And  the  revolutionary 
10-second  lifetime  VCR 
head-cleaning  cassettes, 
in  both  Beta  and  YHS 


formats. 

At  Fuji,  we’ve  got  it 
all.  Discover  just  how 
much  better  the  best 


now  is. 


FUJI 

CASSETTES 


*81  Fuji  Ptoto  Film  ITS. A  Uv 
Matft.ciu  Taj*  Division 
K)  Fifth  Avrnuc.  NV  I0ll» 


This  year,  we  really 
mean  business. 


You’ll  be  selling  even  more.  And 
making  even  more. 

Because,  for  one  thing,  we’ll 
have  a  new  factory  to  give  you 
more  Fuji  videocassettes  to  sell. 

And  for  another,  you’ll 
be  backed  by  our  most  dynamic 
marketing  package  ever.  An  all- 
new  national  consumer  advertising 
campaign.  Extensive  local 
promotions  tailored  to  your  needs. 
A  store-full  of  innovative  sales 


.  And  more. 

Starting  with  the  most 
ortant  sales  aid  of  all:  Fuji  s 
ving  reputation  for  leadership 
jality  and  performance. 

Talk  to  your  Fuji  sales  repre- 
tative  today.  And  discover 
f  the  best  is 
ting  even 


CASSETTES 

We’re  getting  tamous. 


See  us  at  CES  Booth  710 

Fuji  Photo  Film  US.  A..  Inc. .  Tape  Dms.on. 

350  Fifth  Avenue,  New  York,  NY  101k 

Circle  No.  10  on  product  card 


Mini  hi-fi  com 


oonents  gain  market  sha  , 

*  .  deck  available  as  an  option^  ponents  in  this  covmtV' 


By  Mark  Andrews 

Mini-components  haven’t  con¬ 
quered  the  world  of  audio,  as 
some  people  once  predicted  they 
would,  but  they  have  gained  a  re¬ 
spectable  mini-share  of  the  hi-fi 
market,  and  their  popularity  now 
appears  to  be  steadily  growing. 

Consequently,  there’ll  be  more 
minis  than  ever  at  the  Summer  Con¬ 
sumer  Electronics  Show  in  Chicago 
this  month,  from  many  different 
manufacturers  and  with  many  new 
mini-features  and  many  new-  mini¬ 
designs. 

By  the  time  the  Show  is  over,  al¬ 
most  every  full-line  audio  manu¬ 
facturer  will  be  offering  at  least  one 
full  collection  of  mini-components. 
And  most  of  the  companies  that 
started  the  mini  trend  will  be  mar¬ 
keting  new  lines. 

U.S.  Pioneer,  which  has  never 
shown  much  interest  in  minis  up  to 
now,  will  have  a  couple  of  unusual 
new  miniature  systems  on  display. 
KLH,  the  speaker  company  that  ex¬ 
panded  into  electronics  in  January, 
will  be  showing  minis,  too.  There’ll 
be  portable  mini-systems  that  can  be 
operated  indoors,  outdoors,  in  a  car, 
or  on  the  sea;  systems  with  turn¬ 
tables  that  slide  out,  stand  up,  and 
play  both  sides  of  a  record;  systems 
with  carrying  cases  and  mini-racks; 
even  systems  with  programmable 
timers,  tape-to-tape  dubbing  facili¬ 
ties,  and  remote  control. 

Take  New  Look 

So  many  minis  will  be  on  dis¬ 
play  in  Chicago  that  dealers  who 
haven’t  been  selling  or  promoting 
pint-size  componentry  very  heavily 
may  have  to  take  a  new  look  at  the 
category.  And  they  may  find  it  well 
worth  their  while  to  do  so. 

Many  retailers,  in  fact,  say  minis 
have  been  selling  quite  well  all  along. 

Wilfred  Schwartz,  president  of  the 
giant  Federated  Group  on  the  West 
Coast,  comments:  “I  think  it’s  a 
coming  category,  in  view  of  rising 
housing  costs  which  are  putting  peo¬ 
ple  into  smaller  apartments,  and  with 
more  and  more  of  a  decorator  trend 
going  on  today.”  Schwartz  says  he 
also  feels  that  the  popularity  of  minis 
will  continue  to  increase  because 
there  is  a  new  and  growing  cate¬ 
gory  of  customers  today,  a  cate¬ 
gory  that  is  “less  into  wow  and  flut¬ 
ter  and  more  into  aesthetics.” 

Louis  Athanas  at  Tweeter  Etc.  in 
Boston  says  that  sales  of  minis  in 
his  store  “haven’t  been  ultra-brisk, 
but  have  been  pretty  good.  They  re¬ 
quire  a  special  kind  of  application, 
and  I  think  that’s  primarily  what 
they’re  used  for.  We’ve  sold  them  to 


pe°pk  wh0 Mteortk*.' The? 

study,  a  system  for  me  music 

are  people  who  l'k  °while  theyTe 
while  they’re  w0[k,I\g  .  .. 

writing,  like  you  re  ^  hear  a 

When  customers  see 
mini-system  for  the  yary  widely: 
Athanas,  their  reactio  ‘Wow, 

“Some  people  see  it  and •  t,» 

that's  a  20-watt  system?  ™!  s  ^ 
Others  see  it  and  they  ’  ,, 

that  money  for  that  little  thing. 


for  the  <*e?nm*the 'beginning,  says  Pines 
From  tne  w  positive 

his  company  kjng  mini-com- 

^"market  conducting  “aggressive 
the  market,  ive  saies  train- 

adVehnth8o^?he8noor  and  with  our 
^^representatives."  Using  this 
3  hp  savs  Aiwa  sold  more 

£°5,000  complete  mini-systems 
during  the  first  year  they  were  on 


ponents  in  this  country 
manufacturer  to  introd  ' 
audio  components  in  thf_  'S 

■■■H  ■ 


°n  declare^  : 


pany’s  president,  Ronald  Rk,  m. 


Bookshelf  System 


Sharp’s  VZ-3000— Circle  No.  292  on  product  card 


Rick  Pines,  national  sales  train¬ 
ing  manager  at  Aiwa,  says  that  deal¬ 
ers  were  as  skeptical  when  minis 
were  first  introduced  as  many  cus¬ 
tomers  are. 

“When  we  first  came  out  with 
minis,”  Pines  recalls,  “it  was  hard 
to  convince  dealers  that  they  would 
sell  because  size  was  a  barrier  and 
price  points  appeared  to  be  a  bar¬ 
rier.  Companies  and  salesmen  were 
jumping  into  a  new  era,  asking  cus¬ 
tomers  to  buy  something  a  quarter 
of  the  size  of  conventional  units. 
The  concept  that  ‘small  is  as  good 
as  big’  was  something  we  had  to  get 
out  there  and  convince  the  customer 
and  the  dealer  of.” 

Prime  Market 

Pines  feels  that  the  prime  market 
for  mini-systems  is  not  the  first¬ 
time  buyer,  or  the  second-time  buyer, 
but  the  second-system  buyer.  “Minis 
as  a  whole,”  he  explains,  “are  not 
something  a  person  is  going  to  buy 
on  a  first-shot  deal.  Essentially,  the 
second-system  customer  is  the  one 
who’s  going  to  be  interested— some¬ 
one  who  would  like  to  have  a  music 
system  in  his  office,  who  would  like 
another  system  in  his  home,  and  who 
would  like  to  have  something  com¬ 
pact,  rather  than  a  horrendous-size 
unit  that  takes  up  a  lot  of  space.” 

Pines  says  it  was  Mitsubishi  that 
introduced  mini-components  to  the 
U.S.  market.  But  it  was  Aiwa,  he 
adds,  that  introduced  the  world’s 
first  complete  mini-system  with  a 
$500  price  point— an  amplifier  a 
preamp  and  a  tuner,  and  a  cassette 


market.  ‘‘As  of  today,”  he  con¬ 
tinues,  “we  have  five  different  types 
of  mini-systems,  and  by  June  we’ll 
have  eight.  At  this  point  in  time, 
we  dominate  the  mini-component 
industry.” 

One  of  the  new  mini-systems  to 
be  unvieled  by  Aiwa  at  CES  will 


Richardson  claims  tha 
produced  the  first  micro  v- 
audio  system  and  also  de, 
world’s  first  space-savine 
stereo  Dolby  cassette  de 
company  created  further 
tions,  he  says,  with  a  spa 
vertical  stereo  receiver  wU 
frequency  tuning  and  ,  ' 

in  six-band  equalizer. 

Randix’  newest  mini-syste 
LX82,  which  Richardson  ca 
smallest,  most  competitive  ' 
micro-component  system 
market  today.”  It  includes  a 
per-channel  integrated  amplifier  1 
AM/FM  stereo  tuner,  and 
slide  equalizer.  Suggested 
price  of  the  system,  whid 
neatly  into  a  custom-o 
wooden  mini-cabinet,  is  $2% 

Technics,  another  of  the 
groundbreakers  in  the  mini  field 
will  be  in  Chicago  with  th 
Micro  Series  components:  a  > 
per-channel  DC  integrated  ar 
a  digital  quartz  synthesizer 
FM/AM  tuner,  and  a  m; 


Minis  are  not  something  a  person 
will  buy  on  a  first-shot  deal.” 
—Rick  Pines,  Aiwa 


be  the  M-101  Traveler,  a  set  of 
ultraminiature  components  that  fit 
into  an  optional  carrying  case  and 
will  operate  either  on  house  cur¬ 
rent  or  from  an  optional  recharge¬ 
able  battery  pack  or  car  current 
adaptor.  The  system  includes  an  11- 
watt-per-channel  amplifier;  an  ultra¬ 
compact,  metal-compatible,  auto¬ 
stop  cassette  deck;  a  tuner  with  a 
noise-blanketing  system  lor  sup¬ 
pressing  interference  from  a  car’s 
ignition  system;  and  a  pair  of  com¬ 
pact  high-efficiency  speakers. 

Suggested  retail  price  of  the  full 
system-including  battery  pack,  car 
adaptor  and  carrying  case — is  $915 

AU  of  Aiwa’s  other  mini-systems- 
mcluding  lines  with  timers,  remote 

cmMn0  ’  i*nd  turntab,es  that  slide 
out  in  a  drawer-will  also  be  at  the 
summer  Show.  c 

Cleveland’  ?.mid'fl  manufacturer  in 

MhvnS'  ‘‘a11"5  P'neS’  Claim  Iha' 
M  tvubishi  and  Aiwa  were  the  first 
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stereo  cassette  deck  that  au 
cally  adjusts  for  recording  n 
chrome  or  metal  tapes. 

The  new  amplifier,  the  S 
features  Technics’  new  Cla 
power  amp  circuitry,  designed 
‘‘Class  A  sound  with  Class  B 
ciency.”  This  unit,  with  a  THD  i 
ing  of  0.08  percent,  also  ha' 
Feedback  circuitry  for  dM 
free  sound. 

Technics  new  micro  tunc 
ST-C04,  boasts  digital  readout, 
matic  station  scanning,  anu 
puterized  circuitry  to  maintain 
tuning  with  no  knobs  to  turn, 
new  cassette  deck,  the  RS-MO/.  ^ 
Dolby  noise  reduction  and  a  he 
convenience  features,  such  as  >vs  • 
ing  from  rewind  to  play 
pressing  the  stop  button. 

Technics  will  also  be  sho^1  - 
recently  introduced  portable 
system,  the  SA-c07,  that  eat 

Continued  on  Pag^ 
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The  Ultimate  television  Experience 


Tomorrow's  television  today.  That’s  TheaterVision — a 
giant  screen  home  video  center  of  incredible  quality  and 
sophistication. 

TheaterVision:  A  solid  state  plus  color 
television  receiver.  Prewired  for  video  recorders,  games 
and  cameras  as  well  as  standard  television.  Finely 
ground  optical  lenses.  And  a  washable  screen  that 
measures  up  to  five  feet  from  corner  to  corner. 

The  result:  A  giant  color  picture  so  crisp  and  clear  you 
can  enjoy  it  in  normal  room  light.  It  is  truly  the  ultimate 
television  experience. 

And  now.  TheaterVision  is  available  from  the  factory  to 
you.  The  price:  About  half  of  what  you'd  expect  to  pay  for 
any  high  quality  color  TV  projection  system. 

For  example,  the  one-piece,  completely  self-contained 
model  with  wireless  remote  control  and  handsome 

QUANTITY  PURCHASE  ORDERS  “ 


walnut  finish  cabinet  is  Si  .995  with  a  four-foot  scree" 
and  $2,195with  a  five-foot  screen.  Two-piece  units  with 
a  four-foot  screen  from  $995. 

TheaterVision  manufactures  a  complete  ra^ge  o'  D  g 
screen  television  systems  and  all  come  with  *ui> 
electronic  warrantees.  Dealer  Inquiries  invited. 

For  instant  information  about  how  easy  it  is  to  have  a 
giant  screen  TheaterVision  video  system  in  your  nome, 
call  toll  free  (800)  257-7880  (N.J.  1-800-322-8650). 

To  order  directly  from  the  factory,  call  (301)  762-0420 

I  heater  Vision  r 

The  pioneer  of  Giant  Screen  Projection  Television  Systems 

TheaterVision,  Inc..  671  South  Lawn  Lane 
Rockville.  Maryland  20850 

(301 )  762-0420  0  s  303  ^  MlenB 

OEM"  TO  MEET  YOUR  REQUIREMENTS. 


“Proven  by  millions  of  T.  V.  viewers  and  satisfied  customers 


Circle  No.  11  on  product  card 


New  firms  see 
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Tired  of  hearing  depressing  news 
about  the  audio  industry?  If  so, 
one  way  to  get  a  lift  is  to  talk  to 
some  people  who  recently  decided 
to  get  into  the  hi-fi  business  and  are 
giving  it  all  they've  got.  If  they  re 
not  bullish  about  the  industry,  no 
one  is. 

Take  David  Mazzella,  president 
of  Megatron  Corp..  which  plunged 
into  the  hi-fi  market  last  Christmas 
with  a  brand-new  brand  name 
called  Mega  Tech  and  a  mind- 
boggling  SI 2  million-a-vear  adver¬ 
tising  budget. 

Megatron.  Mazzella  explains,  is  a 
new  corporation  that  is  committed 
to  becoming  a  major  force  in  the 
audio  market. 

The  entire  audio  field.  Mazzella 
believes,  has  been  underadvertised 
— “so  underadvertised  that  43  per¬ 
cent  of  the  general  U.S.  population 


Megatron  Minis — Circle  No.  305 
on  product  card 

could  not  name  one  brand  of  hi-fi 
equipment  when  asked  to  by  a 
leading  industry  publication  survey. 
Further,  as  of  the  end  of  1980.  over 
50  percent  of  Americans  did  not 
own  any  hi-fi  equipment — repre¬ 
senting  an  enormous  untapped 
market.” 

Ad  Campaign  Pays  Off 

This  market,  asserts  Mazzella, 
can  be  persuaded  to  invest  in  audio 
equipment  “if  they  can  be  re¬ 
assured  that  it’s  possible  to  buy  full 
sound  without  first  having  to 
acquire  an  engineering  degree.” 

Megatron  put  its  money  where  its 
mouth  is  this  past  spring  with  a 
massive  TV  and  print  ad  campaign 
that  concentrated  on  the  New  York, 
Connecticut  and  New  Jersey  areas. 
The  campaign,  according  to  Maz¬ 
zella.  reached  more  than  90  percent 
of  its  target  ownership — people  18 
to  34  years  old— via  television 
alone. 

Retailers  and  the  public  alike 
responded  favorably  to  Mega  Tech’s 
message,  reports  Mazzella.  Orders 
for  Mega  Tech  products  were 
placed  by  stores  throughout  the 
target  area  of  the  ad  campaign,  and 
orders  also  came  in  from  faraway 
areas  that  had  not  even  been  hit  by 
the  ads,  including  Philadelphia. 
Houston.  Cleveland  and  Chicago. 

Another  company  that  has  done 
very  well  in  the  American  hi-fi 


-A  survey 

Americans  d,dnot  ^  Megatron 

equipment.  — uaviu  - ===== 


to 


business  in  a  short  Europe 

N.A.D..  which  started  off  m i  Eu  P 

as  a  dealers’  group  eight  vea  g 
and  has  been  in  business  .nth 
country  for  three  years.  e 
also  active  in  23  other  countries 

around  the  world. 

N.A.D.’s  claim 


national  marketing  ( director 
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interested  tnbutWttJg^  wha(  we 

the  world  s  best  an  buiiding  and 
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fraction  Se°t°  «-  °,her 


price-performantP 

the  Nth  degree.  e  r 

N.A.D.  entered  the  fj  c 
with  a  20-watt  integrate  ^-V. 
and  a  $175  20-watt  rec^  ^ 
both  products  immediate! 
wide  acclaim  among  ailH 
Tribeman  says  the  com!' 
more  than  a  dozen  audkT 
on  the  market  today  an 
putting  the  finishing  touc 
new  amplifier  with  \ 
dynamic  range”  and  a  r 
table  that  will  have  “t. 
unique  arm  in  the  industr 
Anevennewerhi.fi  mar 


Many  new  minis  unveiled  at  summer  sho 


Continued  from  Page  14 
operated  on  AC  house  current  or  on 
DC  current  in  a  car,  van,  boat  or 
plane.  This  system  consists  of  a  30- 
watt-per-channel  power  amplifier,  a 
separate  mini-preamp,  a  digital 
quartz  synthesizer  tuner,  a  metal- 
compatible  cassette  deck  with  Dolby, 
and  a  compact  two-way  speaker 
system. 

Hitachi  also  has  a  mini-compact 
matched  component  system  that  can 
be  operated  on  either  house  current 
or  car  batteries.  Weighing  just  over 
28  pounds,  it  includes  a  15-watt- 
per-channel  integrated  amplifier;  an 
AM/FM  tuner;  a  four-track,  two- 
channel  stereo  cassette  deck  with 
metal  capability  and  Dolby  noise- 
reduction  circuitry;  and  two  2-way 
mini-speakers  in  acoustic  suspension 
cabinets.  The  system  carries  a  sug¬ 
gested  retail  price  of  $699.95. 

Two-Arm  Turntable 

One  of  the  most  unusual  small 
systems  on  the  market  is  the  new 
Sharp  VZ-3000,  an  integrated  prod¬ 
uct  featuring  a  double-arm,  vertically 
standing  turntable  that  will  actually 
play  both  sides  of  a  record  without 
the  necessity  of  turning  it  over.  The 
system  also  includes  an  amplifier, 
an  AM/FM  stereo  tuner,  a  metal- 
compatible  cassette  deck,  and  a  pair 
of  matching  two-way  speakers. 

Sharp  is  also  proud  of  its  new 
System  5000,  made  up  of  flat 
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Technics  RS-M07  Mini-Deck- 

Circle  No.  302 

“panel”  components  less  than  four 
inches  deep.  The  5000,  the  second 
such  system  offered  by  Sharp,  in¬ 
cludes  an  integrated  amplifier’,  an 
AM/FM  stereo  tuner  with  a  built- 
in  metal-compatible  cassette  deck 
amd  a  two-way  bookshelf  speaker 
system.  Suggested  retail  price  of  the 
whole  works  is  $699.95. 

Akai  entered  the  mini-market  last 
summer  with  its  UC-2  and  UC-5 
systems,  and  now  has  two  more  sys- 


terns— the  UC-3  and  UC-4. 

The  UC-3  is  made  up  of  a  3U- 
watt-per-channel  integrated  ampli¬ 
fier  with  a  THD  rating  of  0.03 

percent,  a  metal-compatible  tape 
deck  a  digital-readout  tuner,  and  a 
pair  mini-speakers.  It  carriers  a  sug¬ 
gested  retail  price  of  $1,100. 

Super-Fi  System 

The  UC-4  is  a  similar  system  but 
has  a  45-watt-per-channel  amp  with 
a  THD  rating  of  0.01  percent.  It 
retails  for  a  suggested  $1,214. 

One  of  Fisher’s  newest  super-fi 
systems  is  the  ACSM500,  a  set  of 
micros  that  can  be  housed  in  an 
optional  mini-component  rack  and 
are  loaded  with  special  features. 
There’s  a  four-track  micro-cassette 
deck  with  a  built-in  mixing  mike, 
plus  cue  and  review  functions;  a 
second  mini-deck  that  features  di¬ 
rect  drive  and  uses  standard  cas¬ 
settes;  a  programmable  digital  quartz 
audio  timer  with  fluorescent  display; 


Aiwa  M-101  System— Circle  No 
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a  dubbing  module  for  transferring 
material  between  the  mini-deck  and 
the  micro-deck;  a  20-watt-per-chan- 
nel  integrated  amplifier;  an  AM/FM 
quartz  PLL  digital  synthesizer  tun- 

nf;Lr,eTte  contro1  unit:  and  a  pair 
ot  metal-cone  speakers. 

aud,oHm^hrCh  became  a  fnll’line 

audio  manufacturer  this  year  will 

be  a,  Summer  CHS  with  it's  Gently 


ThK,  °"Ky°  Alternativ^ 
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introduced  Model  400  min 
It  includes  a  30-watt-per 
integrated  amp  with  LED 
meters  and  frequency  contou.  ,  £ 
flat  response;  an  AM/FN 
tuner;  a  solenoid-operated 
compatible  cassette  deck  with  - ' 
a  pair  of  KLH-4  speakers 
walnut  cabinet.  Nationally 
tised  price  of  the  full  pac  2*  i- 
$999. 

The  Onkyo  Alternate 

Onkyo  has  elected  not  to  e 
mini-market,  but  does  offer  ome 


Hitachi  J2  Mini-System- 

No.  304 

space-saving  “midi”  comp^ 
including  its  new  slimline  CX 
ceiver  with  built-in  cassette 
“We  looked  at  the  minis  ar 
micros,  and  we  could  have 
them  as  well,”  explains  C: 
national  sales  manager,  Mark 
man.  “But  we  just  didn’t  fee 
about  the  concept.  Comp. 
were  made  that  Onkyo  wasn  t 
fortable  with,  and  in  man:- 


Circle 
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when  you  stack  all  the  minl'p>>  . 
micros  together,  you  use  UP  (h(; 
pieces  and  more  space  than 
equivalent  Onkyo  slimline  ^ 
ponents.  We  thought  the  *-°n  .  ;J 
would  prefer  slim  styling 
turization,  and  it  seems  ■  ,(1. 
right.”  So  Onkyo  still  has  m  r 
to  plunge  into  the  mim  |1U  g 
Friedman  says. 


Than  Mcgatnvn  or  N.A.D. — one  that 
*  tntrwfucing  in  fact,  at  the 

Summer  Consumer  Electronics 
— rs  L«>r»nger  Manufacturing 

Corp  of  w*rrrn  Pcnn  Granger 

has  tust  started  manufacturing  a 
nr*  audio  tape.  Loran.  which  it 
hopes  %s~rI1  set  new  quality  standards 
in  the  inudstry. 

Robert  T.  Loranger.  president  of 
the  entertainment  division  of  Lor¬ 
anger  Manufacturing,  says  that  the 
company  decided  five  years  ago 
under  the  leadership  of  his  father. 
Albert  Loranger.  to  enter  the  blank 
tape  field.  When  the  decision  was 
made,  the  firm  was  26  years  old. 
had  achieved  considerable  success 
as  a  manufacturer  of  precision 
plastic  products  and  electronic 
quality-control  systems,  and  was 
looking  at  new  fields  to  enter. 
Loranger  says  there  were  many 


Loranger  Tapes— Circle  No.  323 
on  product  card 


1 980  Earnings  up 
at  Soundesign 

JERSEY'  CITY.  N.Y. — Soundesign 
Corp.,  a  leading  manufacturer  of 
stereo  compacts,  stereo  consoles 
and  other  home  electronics  prod¬ 
ucts,  reports  that  its  sales,  net 
income  and  earnings  per  share  all 
increased  sharply  last  year  over 
those  reported  for  1979. 

Ely  Ashkenazi,  the  company’s 
president,  says  that  sales  for 
calendar  1980  were  $138.2  million, 
compared  with  $161.8  million  in 
1979,  while  net  income  for  1980  was 
S922.000,  contrasted  with  $741,000 
for  the  previous  year.  Earnings  for 
1980  were  40  cents  per  share, 
compared  with  30  cents  per  share 
for  1979,  based  on  2,283,000  shares 
for  1980  and  2,450,000  shares  for 
1979. 


European  CES 
is  postponed 

NUREMBERG,  West  Germany — 
The  first  annual  European  Con¬ 
sumer  Electronics  Show  (ECES-81), 
originally  scheduled  to  have  been 
held  from  May  10  to  May  13,  is 
postponed  until  next  May. 

The  organizers  of  the  Show, 
Industrial  and  Trade  Fairs  Ltd.,  say 
they  decided  to  postpone  it  “in  the 
light  of  a  number  of  factors  which 
could  have  adversely  affected  the 
successful  realization  of  what  is  a 
brand-new  exhibition  concept  for 
the  European  market.” 

Discussions  with  participating 
exhibitors.”  the  organizers  explain, 
have  indicated  that  manufacturers 
in  new  product  areas  are  encounter¬ 
ing  difficulties  in  matching  supply 
with  demand  levels.” 


Our  first-year  advertising  budget  will  be 
up  in  the  seven  figures.”  —Robert  T. 
Loranger,  Loranger  Manufacturing 


reasons  for  the  final  decision  to 
become  a  tape  manufacturer.  ‘’But 
the  primary  reason  was  that  there 
was  a  large  gap  between  the  best 
audio  tape  product  available  and  the 
best  product  possible.  The  lack  of  a 
truly  high-quality  audio  cassette 
presented  many  opportunities — 
specifically,  the  opportunity  to  offer 
dealers  a  profitable  tape  product 
with  clear-cut  user  benefits,  and  the 


opportunity  for  our  company  to 
succeed  and  profit  in  a  growing 
field." 

Loranger  says  he  firmly  believes 
that  Loran  cassettes  are  "the  best 
consumer  audio  cassettes  that  can 
be  manufactured,”  and  he  plans  to 
convince  the  consumer  of  that 
through  dealer  support  and  adver¬ 
tising. 

"Our  first-year  advertising  bud¬ 


get.  for  trade  and  consumer,  will  be 
«'P  in  the  seven  figures."  he 
declares. 

And  he  concludes:  "Loranger 
Manufacturing  has  been  successful 
in  every  venture  it  has  undertaken. 
The  company  has  been  profitable 
every  year  in  the  31  years  of 
existence,  and  has  been  free  of  any 
debt  since  it  was  founded.  We  have 
no  expectations  of  overnight  suc¬ 
cess  for  Loran  cassettes.  We  believe 
our  product  will  be  well  received 
and  that  it  will  gain  a  growing  share 
of  the  market  each  year. 

At  the  end  of  five  years,  Loran 
cassettes  should  have  a  significant 
share  of  the  blank  audio  cassette 
market."  ■ 


Profit  from  our 
VCR  and  Video  Disc 
bestsellers: 

Gold  Connection™  Cables 

(exclusive  low  loss  engineering) 

Installation  Accessories 
Video  Maintenance  Products 
Video  Home  Storage  Cabinets 
Video  “Director” 

Picture  Improvement  Products 
Dust  Covers 

Dubbing  and  Recording  Kits 
Head  Cleaners 
Camera  Accessories 
Storage  Boxes 


Recoton  leads  again  with  a  new  full  line 
Video  Accessoryware  program  Packaged 
to  sell,  each  eye-catching  package  has 
complete  usage  details. 

Our  best  seller  display  assortments  of 
Video  maintenance  and  individual  acces¬ 
sory  items  will  complement  your  company's 
hardware  sales  effort. 

Profit  from  experience!  In  Video  as  in 
Audio,  Recoton  means  Accessoryware. 

"The  Only  Accessory  Source  Your  Company 
Ever  Needs" 


YIE&vrtri 


IflMtvrX' 


information  call  (212)  392-6442 


For  full  catalog 
or  write  (on  business  letterhead,  please) 


lecoton  Corporation,  Department 

16 -23  Crane  St  .  Long  Island  City.  N  Y  11101  rataloa  to 

’lease  send  your  new,  expanded  2nd  edition  Video  catalog  to. 


I 

I 


NAME 

address 

- - - — - 

-  i 

ruv 

STATE 

ZIP  1 

SEE  US  AT  THE  CES  BOOTH  516 


Circle  No.  12  on  product  card 
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Six  Original 
Masters  tapes 
to  be  released 

CHATSWORTH.  Calif —Mobile 
Fidelity  Sound  Lab  is  using  BASF 
Professional  II  chromium  dioxide 
tape  for  its  new  line  of  Original 
Master  Recording  prerecorded 
high-fidelity  cassettes. 

Both  Mobile  Fidelity  and  BASF 
are  promoting  the  new  releases, 
according  to  Herb  Belkin,  president 
of  Mobile  Fidelity  Sound  Lab. 

The  initial  release,  says  Belkin, 
includes  six  titles  already  available 
on  Original  Masters  LPs:  Super- 
tramp's  Crime  of  the  Century,  Pink 
Floyd’s  Dark  Side  of  the  Moon. 
Steely  Dan’s  Aja,  Earl  Klugh’s 
Finger  Paintings,  John  Klemmer’s 
Touch,  and  the  Los  Angeles  Phil¬ 
harmonic  playing  Star  Wars  and 
Close  Encounters  of  the  Third  Kind, 
with  Zubin  Mehta  conducting. 

The  premium  cassettes,  like 
Mobile  Fidelity’s  Original  Master 
Recording  LPs,  are  “state-of-the-art 
limited  editions,”  the  company 
says.  They  are  recorded  from  the 
original  master  tapes  using  a 
one-to-one  real-time  transfe  proc¬ 
ess  developed  by  Mobile  Fidelity, 
adds  the  firm. 

The  first  tapes  in  the  series  are 
scheduled  to  be  unveiled  in  Chicago 
this  month  at  the  1981  Summer 
Consumer  Electronics  Show,  says 
the  firm. 

Mobile  Fidelity  recordings— 
Circle  No.  205  on  product  card 


Pioneer 

look  nothing  like  any '  11 
pany  has  even  shown  before. 

Analog  dials  have  been  'otahy 

replaced  by  LED  digital  readouts, 
graphic  svmbols  that  Itgh  P 
buttons  are  pushed.  and  ?  .  8 

blue  and  green  gas  displays^ 
••Set-and-fnrget"  controls  are 
mounted  behind  hinge  rL]S 
aluminum  covers  for  a  dean, 
uncluttered  look  when  the  p 
are  closed. 

All  of  the  components  are 
cosmetically  matched,  and  each  is 
420mm  wide  for  aesthetic  continu¬ 
ity.  In  designing  the  new  line. 
Pioneer  has  almost  completely 
discarded  the  traditional  concept  of 
what  hi-fi  components  are  supposed 
to  look  like  and  seems  to  be  totally 
dedicated  to  a  new  kind  of  computer 
module  look  that  may  well  turn  out 
to  be  the  trend  in  hi-fi  design  for  the 
rest  of  the  1980s. 

But  Pioneer  has  not  forgotten  the 
non-audiophile  customer — the 

woman,  the  older  customer,  or  the 
first-time  buyer — who  may  be 
looking  for  something  less  intimi¬ 
dating  than  high-tech,  state-of-the- 
art  hi-fi.  For  this  growing  market, 
the  company  has  a  new  generation 
of  Svscom  integrated  systems — the 
Syscom  1100,  2200.  3300.  4400  and 
5500 — which  are  more  traditional  in 
appearance,  are  prepacked  in 
designer  cabinets,  and  carry  sug¬ 
gested  retail  prices  of  S750  to 
SI  .500. 


introduces  new  audio  components 


CT-4  Cassette  Deck  (above)  and  the  SX-7  Receiver. 


Pioneer's 

The  new  line  for  CES  is  topped  off 
with  three  new  headphones  and 
three  new  moving  coil  cartridges. 

The  new  series  of  separates 
consists  of  four  receivers;  six 
“smart”  cassette  decks;  five  inte¬ 
grated  amplifiers  with  power  rat¬ 
ings  of  35  to  100  watts  per  channel; 
three  tuners;  and  five  turntables, 
including  one  linear  tracking  model. 

All  of  the  electronic  components 
in  the  line  are  designed  using  a 
“three-block”  concept  for  the 
controls.  The  left  third  of  each  front 
panel  houses  controls  that  are 
usually  set  once  by  the  owner,  then 
rarely,  if  ever,  used  again.  The 
center  panel,  as  Pioneer  puts  it,  is  a 
“pictograph  display”  that  tells  the 
customer  what  functions  are  being 
used.  The  right-hand  panel  is  for 
often-used  controls. 

Various  models  of  the  new 
receivers  and  tuners  offer  advanced 


electronic  features  such  as  q 
synthesized  tuning,  scan  rr, 
memory  functions,  and  d 
signal  detection.  Interesting 
tures  of  the  amplifiers  an 
amplifier  sections  of  the  rec 
include  DC-Servo  circuitry. 
Switching  amplifier  technolog 
built-in  pre-preamplifier  stage 
moving  coil  cartridges. 

The  new  cassette  decks  of 
host  of  features,  depending  nr 
model  selected,  including  t 
assisted  record/play  capab 
one-touch  recording;  music  sc 
capabilities;  and  automatic  a 
ing  of  bias,  level  and  equali/. 
The  top  two  decks  in  the  new 
also  offer  switchable  Dolby 
addition  to  Dolby  B.  plu 
switchable  multiplex  filter. 

Pioneer  Line— Circle  No.  23- 
product  card 


fuji  looks  to  increase  metal  tape  output 


NEW  YORK — The  metal  tape  mar¬ 
ket  is  alive  and  w-ell — and  very 
profitable.  declares  John 
Bermingham.  national  sales  man¬ 
ager  at  Fuji. 

Fuji  has  been  offering  10  percent 
promotional  discounts  on  its  metal 
tapes  since  January,  and 
Bermingham  says  the  program  has 
been  a  tremendous  success. 

We  re  leading  with  our  strength, 
our  award-winning  metal  tape,  and 
using  it  to  sell-in  our  entire  line  of 


reformulated  audio  tape  products.” 

Bermingham  adds:  “In  light  of 
the  tremendous  response  by  con¬ 
sumers  to  our  metal  program,  we 
have  asked  management  at  our 
Tokyo  production  facility  to  increase 
its  runs  of  metal  tape.  That  will 
afford  us  additional  production 
economies  which  will  help  to  keep 
metal  prices  at  ‘affordable’  levels.” 

Fuji  tape— Circle  No.  179  on 
product  card 
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Phase  Research  speakers  can 
‘ alleviate  unwanted  resonance 


Fuji  metal  tape. 
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DALLAS — Phase  Research,  a  pio¬ 
neer  in  modern  state-of-the-art 
speaker  design,  announces  a  new¬ 
line  of  three  high-fidelity  loud¬ 
speakers  with  a  host  of  innovations 
in  engineering. 

The  new  units— dubbed  the  “Lit¬ 
tle  D,“  the  “R”  and  the  “JR” _ 

*  aiJ^U88ested  retail  Prices  of  *250 
to  $400  each. 

All  three  models,  the  company 
reports,  use  Phase  Research’s 
unique,  patent-pending  “Compres¬ 
sion  Line  Loading”  technology  The 

mam  feature  of  this  concept'  is  an 
acouSUc  lrap  whjch  phasePR  s  an 

alleviates  unwanted  system  reso¬ 
nance  colorations  and  their  spurious 

lhereb>  gating  rid  Of 
I  he  box  sound’  that  is  all  too  often 
associated  with  other  loudspeak- 

1  .  Conventional  paper  cone  woofer* 
have  been  replaced  in  ,k  ers 

with  a  new  proprietary  woofer"™ 

wor£Tr:e'rhis- 


high-frequency  ringing  assoc 
with  conventional  drivers  is  '■ 
ally  damped  out.” 

But  the  most  unusual  featur. 
the  new  line,  says  the  tirn 
Phase  R’s  unique  “Line  Eik 
Driver”  midrange-tweeter  u 
“This  flat-diaphragm  driver. 
the  voice  coil  etched  directly  oi 
the  diaphragm  itself,  has  over 
percent  of  its  total  area  drive 
compared  with  about  6  PerCL 
achieved  from  conventional  dom- 
cone  units,”  the  company  presicit- 
explains.  The  manufacturer  rep 
the  driver  is  also  unmatched  - 
weight,  power-handling  capab 
wide  dispersion,  and  phase  imegt 
Other  features  ot  the 
speakers  include  phase  align11  - 
of  the  drivers,  high  power  '-!v 
overs,  and  extremely  low-resona.  - 
cabinet,  according  to  Phase 
search. 

Phase  R  speakers — Circle  N 
206  on  product  card 
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Leisure  Time  Electronics 

WINCHESTER,  MASS.  01890 


Panasonic  SoundScape  P-9 

Panasonic  bo  ws 
two  integrated 
audio  systems 

SECAUCUS,  N.J. — Panasonic  is 
CES-bound  this  year  with  two  new 
lines  of  integrated  stereo  systems: 
the  Soundscape  series,  designed  for 
people  who  want  real  high  fidelity 
without  the  hassle  of  mixing  and 
matching  components,  and  the 
Systematix  line,  featuring  a  new 
one-piece  receiver/cassette  deck. 

According  to  the  firm,  the  Sound- 
scape  series  includes  four  different 
systems  ranging  in  suggested  retail 
price  from  $750  to  $1,500.  There 
are  two  Systematix  systems,  one 
priced  to  sell  for  a  little  as  $499.95 
and  the  other  with  a  suggested  retail 
price  of  $659.95.  To  go  with  the 
Systematix  systems,  Panasonic  of¬ 
fers  a  new  two-way  mini-speaker, 
the  SB-045.  But  the  systems  can 
also  be  sold  with  Panasonic’s  full- 
size  SB-501  R  Turbo  Thruster  speak¬ 
ers. 

The  two  new  Systematix  systems 
are  built  around  a  “Cassceiver,”  a 
cassette  deck  and  receiver  built  into 
a  single  chassis.  Both  systems  offer 
metal-compatible  tape  decks,  along 
with  matching  turntables  and  either 
full-size  or  mini-speakers.  The  top 
system,  the  SE-65,  has  a  rated 
power  output  of  26  watts  per 
channel.  The  other,  the  SE-60,  is 
rated  at  20WPC. 

Panasonic  Stereo  Systems— 

Circle  No.  248  on  product  card 


Sony  shows  35  new  hi-fi  components  atCES 


NEW  YORK— Sony  heads  for 
Summer  CES  with  a  dazzling  array 
of  35  new-  hi-fi  components, 
including  feature-loaded  new  lines 
of  receivers,  cassette  decks,  turn¬ 
tables  and  integrated  systems. 

There  are  six  new  Sony  receivers 
this  year:  three  quartz  frequency 
synthesis  units  and  three  medium- 
priced  analog  models.  The  top  four 
receivers  in  the  line  are  equipped 
with  Sony’s  new  Legato  Linear  DC 
amplifier  circuitry,  designed  to 
control  switching  distortion  without 
constantly  changing  bias.  The 
company  says  this  approach  elim¬ 
inates  the  staccato  action  of 
transistor  switching,  dramatically 
reducing  switching  distortion. 

Sony  has  eight  new  cassette 
decks  with  a  host  of  human 
engineering  features  designed  to 
appeal  both  to  the  audiophile  and 
the  first-time  buyer.  The  new  FX 
series,  a  line  of  six  decks  tailored  to 


Sony  FR-5000  System 

attract  the  first-time  customer, 
offers  advanced  features  such  as  a 
linear  tape  counter,  an  Automatic 
Music  Sensor  (AMS),  and  feather- 
touch  controls.  Two  of  the  new  FX 
decks  have  Dolby  C  noise  reduction. 

The  other  two  new  decks  in  the 
line  are  the  TC-K777,  a  sophisti¬ 
cated  unit  with  automatic  bias  and 
level  adjustment,  and  the  TC-PB5,  a 


playback-only  model  for  listening  to 
prerecorded  material. 

Sony  is  unveiling  eight  new 
turntables,  including  the  PS-X800. 
the  first  linear-tracking  model  with 
a  Biotracer  arm.  The  Biotracer  arm, 
equipped  with  a  microprocessor 
computer  that  actively  damps 
resonances  to  reduce  distortion,  is  a 
Sony  exclusive.  Two  of  the  com¬ 
pany’s  other  new  turntables  also 
have  Biotracer  arms. 

Rounding  out  the  new  Sony  line 
are  four  new  integrated  component 
systems  and  nine  new  accessories, 
including  a  turntable/cassette  deck 
synchronizer  for  making  recordings; 
an  illuminated  tape  head  demagne- 
tizer;  a  wireless  remote  control  unit 
for  cassette  decks;  an  automatic 
tape  eraser/rewinder,  and  an 
outboard  FM  antenna. 

Sony  High  Fidelity— Circle  No. 
273  on  product  card 


Kenwood  has  new  systems,  cassette  tape  line 


CARSON.  Calif.  —  Kenwood’s 
product  lineup  for  Summer  CES 
includes  a  new  line  of  seven 
integrated  hi-fi  systems,  a  new'  line 
of  high-quality  blank  cassettes,  and 
a  new  series  of  featherweight 
headphones. 

The  systems,  the  Spectrum 
Series,  are  tailored  to  appeal  to  the 
non-audiophile  customer  and  are 


designed  to  be  sold  easily.  The 
company  says  that  the  series  will  be 
sold  primarily  by  appliance  retailers 
and  department  stores  under  agree¬ 
ments  that  differ  from  those 
applying  to  other  Kenwood  lines. 

The  new  tapes,  on  the  other 
hand,  are  aimed  primarily  at  the 
quality-oriented  tape  consumer  who 
is  concerned  with  obtaining  the  best 


Kenwood’s  new  ND,  CD,  and  MD  blank  cassettes 


possible  sonic  performance.  They 
are  built  into  precision-molded 
cassette  shells  with  five-screw 
fastenings,  says  Kenwood.  The 
base  material  of  the  tapes  is 
tensilized  polyester.  The  tape  line 
will  be  available  only  to  Kenwood 
dealers. 

There  are  four  tape  formulations 
in  the  series.  The  Kenwood  MD  is  a 
metal  alloy  particle  formulation 
priced  to  retail  at  515  for  a  C-90  and 
$12  for  a  C-60.  The  CD  series  is  a 
cobalt-adsorbed  gamma-ferric  oxide 
high- bias  tape  that  will  retail  at 
$7.50  and  $5.50  for  C-90  and  C-60. 

The  ND  series,  priced  at  a 
suggested  $6.50  for  C-90  and  54.50 
for  C-60,  is  a  premium  ferric  oxide 
formulation.  And  the  N  series  is  a 
high-grained  ferric  oxide  formula¬ 
tion  that  will  be  advertised  at  $4.50 
for  C-90  and  $3.50  for  C-60. 
Kenwood  High  Fidelity — Circle 

No.  291  on  product  card 


Polk  unveils  the  RTA12B,  successor 
to  RTA 12  reference  monitor  system 


BALTIMORE — Polk  Audio  unveils 
a  new  floor-standing  speaker,  the 
$450  RTA12B  Reference  Monitor 
System,  which  the  company  calls 
‘the  most  significant  new  product 
that  Polk  has  introduced  in  several 
years.” 

The  new  unit,  successor  to  the 
widely  acclaimed  RTA  12.  features 
an  all-new  cabinet  design,  a 
completely  new  dual  crossover 
network,  and  a  newly  developed 
trilaminate  polymer  driver.  It  also 
retains  many  of  the  design  features 
of  the  original  RTA12,  including 
phase-coherent  open-air  driver 
mounting  and  a  fluid-coupled 
1  planar  subwoofer. 


Polk  Speakers— Circle  No.  238  on 
product  card 


Stylus  cleaner  buzzes  dirt  away 


STOW,  Ohio— An  electronic  stylus 
cleaner,  which  vibrates  away  dirt 
and  dust  with  a  built-in  high- 
frequency  oscillator,  has  been  un¬ 
veiled  by  Signet,  the  cartridge 
manufacturer. 

The  battery-operated  device.  5‘j 
inches  long,  is  designed  to  be 
placed  on  a  turntable  mat.  The  user 
then  positions  his  phonograph 
tonearm  so  that  the  stylus  of  his 
cartridge  rests  on  a  built-in  finely 


bristled  pad.  The  battery-operated 
cleaner  is  then  turned  on.  and  dirt 
and  deposits  on  the  stylus  are 

gently  vibrated  away. 

The  cleaning  device,  the 
carries  a  suggested  retail  price  of 
S?9.95,  including  a  bottle  of  spe¬ 
cially  formulated  cleaning  fluid, 
says  the  manufacturer. 

Electronic  Stylus  Cleaner 
Circle  No.  204  on  product  card 


The  Signet  SK-305  electronic  stylus  cleaner 


Turn  on  a  Viacom  How-to 
Video  Cassette  and  turn  on  to  a 
great  learning  experience.  From 
disappearing  acts  to  disco,  soccei 
to  strawberry  souffle ...  an  at-hom 
education  where  you  choose  the 
subjects,  the  teachpr«;  and  the 
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pace!  Viacom’s  critically  acclaimed 
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How-to  Video  Cassettes... 
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THE  INCREDIBLE  MAGIC  OF  MAGIC  1 

'  T 
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jr 
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The  mysteries  of  magic  revealed!  Leam  the  tricks  of 
the  trade  and  the  showmanship  to  carry  them  off. 
Sleight-of-hand,  coin  and  card  tricks  are  at  your  finger¬ 
tips  in  this  two-volume  set.“The  Incredible  Magic  of 
Magic,”  was  1st  Place  Winner  in  the  “How-to”  Category, 
in  Video  Review’s  First  Annual  Video  Cassette 

DINNER  AT  SEVEN 


©  1980  Creative  Video  Concepts 


Discover  “Nouvelle  Cuisine”. .  .traditional  french 
cooking  without  the  traditional  complexities. 
Marina  de  Brantes,  renowned  caterer  and  owner  of 
New  York’s  famous  “Le  Coup  de  Fusil”  restaurant, 

teaches  you  how  to  prepare  and  pre¬ 
sent  exquisite  french  meals  with  the 
ease  of  a  practiced  professional. 
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©  1973. 1961  PepsiCo  Inc  .  All  Rights  Reserved 


Pele . .  .the  greatest  soccer  player  of  all  time. 

This  one-hour  video  cassette  teaches  you  the  Pele 
training  techniques  and  playing  strategies . .  .the 
professional  skills  it  takes  to  score. 

Play  with  a  winner. .  .“Score 
With  Pele!” 


WATCH  YOUR  STEP 


<§)  1979  Watch  Yout  Slap  Co 


Expert  instructors  teach  you  how  to  dance . . .  step 
by  step ...  in  the  privacy  of  your  own  home ...  at 
your  own  pace!  A  nine  part  series.  Choose:  Disco, 
mambo,  cha-cha,  merengue,  waltz,  lindy,  fox  trot, 

tango  and/or  rhumba... and  dance! 


Available  from  your  local  video  retailer,  in  VHS/Beta  format. 
Distributed  by  Magnetic  Video  Corporation. 

Circle  No.  13  on  product  card 
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One-brand  systems  reach  mass  market 


"A  display  is  extremely  important 

in  merchandising  systems" 

—Don  Palmquist,  Kenwood 


r\v> 

V  c*  Ma* voting 

S^-WCVV'  ElOCtnp->*».  i\ 


M:N'ugw  rve  im#  s  still  jf v';." v 
-e»d  lor  the  \'*QOs  is  clearly 
-x-c  -'v  the  way  ‘kww  stereo 

lT4fflUtMU!W  AtX'  Striving  t©  CX 

pmd  consumer  has.  v  nu- 

urers  have  concluded  that  the 
«a\  to  reach  the  mass  market  is 
«e*h»v  ^sterns — eon- 
pltK  stertv  QBMtt  packaged 
gpicttxr  racks  and  cabinets — and 
are  now  acting  on  that 
ccmchtsaon- 

-V v  v  ;  sisa'.iv  the  case,  economics 
are  playing  a  large  pan  in  the 
OrtfoMotg  of  this  trend.  It's  no 
secret  that  the  growth  which  the 
M^o  Indus:  this  country 

cn.H'ved  in  the  1970s  ktS  S  01  v 
Sales  vvlume  of  individual 
components  has  leveled  off,  and 
profit  margins  on  t 
manufacturers  and  retailers  alike — 
are  not  ^  -  ext  10  invest  in  future 

growth. 

when  Japan  underwent  a  similar 


Don  Palmquist 


slump  in  its  domestic  audio  market 
in  ld*~  and  1**8.  it  bounced  back 
largely  because  of  a  shift  to 
one-brand  systems  merchandising. 
Todav  Japan  is  experiencing  a  boom 
m  component  sales,  with  one-brand 
systems  accounting  for  more  than 
w)  percent  of  the  country  s  total 
retail  audio  sales. 

F>iabl»>hed  Concept 

In  the  United  States,  the  concept 
of  one-brand  stereo  systems  was 
introduced  a  few  years  ago  to 
department  stores  and  is  now  taking 
rvx't  with  ai  dio  chains  and  special¬ 
ists — once  the  almost  private  do¬ 
main  of  the  hi-fi  hobbyist,  but  now 
considered  “total  home  entertain¬ 
ment’*  centers  and  an  increasing!) 
congenial  environment  tor  the 
one-brand  system. 

While  the  traditional  nux-and- 
match  method  of  selling  separate 
components  remains  the  backbone 
of  the  industry,  the  one-brand 
system  is  a  more  than  viable  salt  > 
alternative.  For  one  thing,  it  is  ^ss 
price -sensitive  and  provides  a 
dealer  with  higher  profit  margins. 

For  another,  less  product  training 
is  required  for  the  salesman,  who. 
m  addition,  is  free  to  cmphasixe  the 
continuity  of  quality  offered  by  a 
single,  well-known  brand.  A  system 
made  up  of  several  brands  means 


that  the  salesman  has  to  sell  a 
customer  on  the  credibility  of  each. 
The  fewer  brands  in  a  svstem.  the 
eosie  x  sell,  and  w«S 

number  is  one  Quite  simply, 
one-brand  systems  sell  more  easily 
and  more  quickly  because  the\ 
allow  the  customer  t©  buy  with  more 
assurance  and  IttSS  confusion  than 
he  tor  she>  would  in  putting 
together  individual  components  ot 
buying  a  store-packaged  multi 
brand  svstem. 

The  one-brand  system  offers 
dealers  other  benefits  as  well.  For 


example,  since  the  components  and 
rack  are  designed  to  go  together, 
the  system  becomes  an  attractive, 
hands-on  display.  \  displav  is  an 
extremely  important  tool  in  mer- 
idising  the  one-brand  "v.-m — 
especially  with  more  women  in  the 


audio  consumer  market  than  ever 
before.  A  gvxxl  displa\  not  only 
enhances  the  appearance  of  the 
sales  floor  but.  more  i  m  port  ant  U  . 
reflects  a  lifestyle  \  system  placed 
on  a  riser  with  an  appropriate 
Continued  on  Page  26 


How  do  you  prove  your  total 
commitment  to  the  phone  business? 

You  show  it. 


Exactly  One  picture  is  worth  a 
lot  of  talk.  Here  you  see  the  entire 
Webcor*  ZIP  '*  line.  And  still 
growing, 

WeVe  got  the  sensational  sell' 
ing  ZIP  phone,  plus  other  exciting 
new  one-piece  styles  and  l 
three  dynamic  cordless 
models.  Plus  a  host  of 
accessories  and  the  best 
point  of  purchase  displays 
in  the  industry 


But  a  complete  line  of 
innovative  telephones  is  only 
the  first  step  towards  maximum 
profit,  Nbu\e  got  to  have  the  bed 
merchandising,  packaging  and 
pricing  for  even  more  profitable 
- 1  volume. 

(We've  got  it  all. 

Including  an  unswerv¬ 
ing  commitment  to  the 
telephone  business, 
today,  tomorrow,  forever 


WEBCOR  ZIP 
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American  Video 

temph. 

industry.  And  the  s.tuanon  probt 
My  trill  not  improve  much  m 
immediate  future.  saysJohnF^v.e 
executive  director  of  the  American 
Video  Association. 


Association  director  analyzes  pricing  muda 

.  differences  become  clear  and  . 


_  RCA.  zenilh. 

manufacturers  been  around 

Sony.  *  cthod  of  product 

for  awhile,  Th  established  f°r 

distribution  w  ago.  The 


problem  •-  ::stributor.  to  a 

independent  •  .  structure, 

gree,  sets  his  own  pricing 


The  price  confusion  does  not 
start  at  the  dealer  level. 
—John  Power,  direct  or,  Ava 


The  AVA  is  a  nationwide  trade 
association  and  buying  group  for 
independent  video  dealers.  And  a 
recent  survey  of  the  organization  s 
400  members,  says  Power,  “re¬ 
vealed  that  their  greatest  concern  is 
the  continual  erosion  of  profit 
margins  and  the  increased  price 
competition  that  they  are  experi¬ 
encing,  along  with  what  they  see  as 
a  general  level  of  price  confusion 
related  to  video  equipment — i.e., 
video  recorders  and  cameras.” 

He  adds:  “Several  members  of 
our  association  who  have  back¬ 
grounds  in  other  industries  have 
mentioned  the  fact  that  they  have 
been  absolutely  astounded  to  learn 
of  the  disarray  and  disparity  that  is 
the  norm  when  it  comes  to  the 
wholesale  pricing  and  distribution 
of  video  equipment.  Their  experi¬ 
ence  in  other  industries  had  led 
them  to  anticipate  that  a  product  as 
sophisticated  as  video  equipment 
would  be  marketed  at  least  as 
professionally  as  products  that  are 
not  nearly  so  advanced.” 

Not  Weeping  or  Wailing 

Power  emphasizes  that  he  is  “not 
wailing  at  the  industry”  or  com¬ 
plaining  about  its  pricing  policies. 
But  he  says  he  has  some  observa¬ 
tions  to  offer  as  to  why  the 
confusion  exists.  “Part  of  it  is  due 
to  the  basic  nature  of  the  product,” 
he  says. 

The  AVA  publishes  a  monthly 
newsletter  for  its  members,  and 
Power  observes  in  a  recent  issue 
that  “most  video  retailers  consider 
low  profit  margins  and  competitive 
price  wars  to  be  the  biggest 
problem  in  the  industry.  This  is  not 
surprising,  given  the  competitive 
conditions  that  exist  in  most 
markets.” 

These  difficult  competitive  condi¬ 
tions,  Power  asserts,  are  a  result  of 
the  system  of  pricing  and  distribu¬ 
tion  that  exists  within  the  video 
industry.  “Some  of  the  problems 
are  due  to  existing  situations."  he 
explains,  “and  other  parts  of  the 
problem  arc  caused  by  the  policies 
of  suppliers  within  the  industry. 


(he  prices  for  any  given  Prod“*canf 
vary  significantly  from  one  pan  of 
the'  country  to  another.  There 

bit  of  communication 

video  dealers,  and  the 


quite  a 
between 


price  differences  become  clear  and 
obvious. 

“Suppliers  that  distribute  video 
equipment  through  a  network  of 
factory-owned  distribution  centers 
— Akai.  Sharp,  Pansonic,  JVC. 
etc. — are  in  a  better  position  to 
establish  national  pricing  programs 
and  policies  because  they  have 
direct  control  over  the  pricing  and 
distribution  of  their  products.” 

Advertising  Is  Important 

Power  feels  that  suppliers  cause 
pricing  confusion  when,  because  of 
excess  inventory  or  tight  cash  flow, 
they  suddenly  need  to  move 
hundreds  or  thousands  of  pieces  of 
equipment.  (“Yes,”  he  notes,  “it 
happens  to  the  big  guys,  too!”) 
And,  says  Power,  “This  is  when 
‘sweetheart’  deals  are  cut  that  are 


,h«'  dealx'S  J**  'nv„ 

marketplace  ' 

,hM  —  <•*  4  *' 

the  d ‘  H 


ers  max  gave 
wan*  to  know 


low  prices. 

Another  problem 
Power,  is  the  fact  th’a,  ?°rS  I 
many  products  on  thi  “*(r  l 
are  identical  except  fOT  ?  1  Hi. 
"ame.  -This,  -  h£  £*  < 
these  suppliers  to 

published  price  scheH  |Se  IJP  a 

of  flexibility  built  im,;  a 

they  can  respond  to 
suppliers  of  other  idem,,  1 
ment  are  doing.  Who’s  Eo 

more  for  a  Sylvania  VC3K  ^ 
a  Panasonic  PV 1400  whf  inf’ 

available?  They  areTfa, 
_ Continued  or. 


How  systems  trends  3 ids  ctudio  industry 


Continued  from  Page  25 
backdrop  is,  in  effect,  onstage, 
the  center  of  attention.  Prospective 
buyers  can  both  hear  and  see  the 
system,  visualizing  it  in  their  owrn 
homes.  In  a  warehouse  sale  or 
mail-order  situation,  the  same 
system  would  be  harder  to  sell 
because  the  proper  environment 
could  not  be  simulated. 

Cosmetics  are  also  important, 
and  here  the  unified  styling  of  a 
well-designed  one-brand  system 
has  a  distinct  advantage  over  the 
mix-and-match  system.  Many  pur¬ 
chases  are  actually  made  on 
impulse — particularly  by  w'otnen — 
and  some  buyers  don’t  even  turn  on 


potential  customers,  who  just  want 
good  music  from  audio  equipment 
that  looks  good  in  the  home. 
Retailers,  for  instance,  still  adver¬ 
tise  individual  separate  components 
at  ridiculously  low  prices  that  don’t 
mean  anything  to  less  sophisticated 
buyers.  Fortunately,  dealers  are 
now  beginning  to  recognize  that 
there  is  a  different  customer  for 
one-brand  systems  than  for  sepa¬ 
rate  components  and  are  now 
qualifying  their  customers — letting 
the  less  sophisticated  buy  what  they 
want  to,  without  confusion.  This 
new  direction,  however,  seems  to 
prevail  more  in  the  stores  them¬ 
selves  than  in  their  advertising — as 


"For  years  the  audio  industry  has  been 
scaring  away  many  retailers.” 

— Don  Palmquist,  Kenwood 


a 

to 


the  system  and  listen  to  it  first. 
They  buy  it  because  they  like  the 
way  it  looks,  and  because  of  the 
brand’s  reputation. 

Let’s  examine  more  closely  this 
broader  consumer  base  for  matched 
component  systems.  It  includes 
large,  affluent  sector  of  25- 
45-year  old  men  and,  as  I  nien- 
Kined.  a  greatly  increased  number 
ol  women  primarily  young  and 
single.  For  ,he  most  pa?,*  ££ 
expanded  market  is  made  up  of  less 
audio-sophisticated  buyers  *s 

don’t  wan,  ge,  invoked'; 
nuts  and  bolts  of  hi-fi  and  who  .end 
Oth*V"ld  comParison  shopping. 

buyers  oMh^who'U’wnT'T 

a  limited  „umberh'ofV:t;rd™y 

UUS.  In  the  past,  many  of  ,hp.„ 

toward* the  “If  h“ve  ^vi,a  ed 
but*the  mace°pomdar",CrCl>  S^s,em’ 
losing  much  of  their 
with  one-brand  systems  eatino^?’ 
•heir  high  end  and  pon^if'f0 
cassette  units  eroding  their  low  end 

he<>0r  yCarS  lhe  audio  industry  has 
been  tewing  away  nui„  ,)t  jL"** 
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Lhe  price  confusion  docs  not  start  at 
the  dealer  level." 

He  continues.  “One  reason  that 
we  have  so  much  wholesale  price 
contusion  is  because  many  suppli¬ 
ers  distribute  their  products 
through  various  independent  dis- 
ti ibutors  around  the  country.  Most 
ol  those  that  use  this  type  of 
distribution  are  usually  television 
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retailers,  no  doubt,  feel  that 
advertising  a  complete  system  does 
not  elicit  as  immediate  a  response 
as  advertising  a  single,  super-low 
priced  component.  And  it’s  true.  It 
takes  more  ads  to  sell  the  system, 
ut  they  do  pay  off  in  the  long  run. 

^  ilal  Element 

Since  advertising  is  such  a  vital 
e  ement  in  successful  stereo  mar- 
e  mg.  let  s  touch  a  little  on  the 
su  )jcct  as  it  relates  to  one-brand 

"1S’  To  effectively  reach  the 
expanded  target  audience 
been  talking  about, 
should  address  itself 

*****  but  “>  their 

value.  Th  ed,Urcs  and  the  system’s 
breed  t*  *S  wbat  attracts  this  new 

they’re  ?LrSUmer-  A"d  once 
should  »•  C  store>  the  salesman 

&ZTZT ,k,„g 

-mponc„,  Un  '  temWmng  J  V'° 

frequenev  V  tem*  not  about 
distortion.  ,'sp"nse  and  harmonic 

ing°f  r»rraiheh^.«'a  advortis- 
should  be  trtband«sing  efforts 
Dt  supported  by  the 


we  ve 
advertising 
not  to  the 


manufacturer.  Co-op  “ 
support  should  inch  Jj 
scripts,  newspaper  sli 
drawings  of  the  systems,  )V,., 
and  copy  lines.  The  man 
should  also  furnish  poir  t : 
chase  displays  (and  suggt  l  f  ■ 
displays)  and  pass  along  id-  ,  tha: 
have  worked  for  other  .ders 
This  is  how  we  do  it,  and  t  nas 
made  for  many  mutually  r  g 
relationships  with  our  deaic 
To  further  strength 
relationships,  a  mam 
should  limit  the  number 
in  a  given  market  who 
particular  series  of  pack, 
terns,  so  each  dealer  can  p: 
from  his  investment.  By 
token,  a  dealer  should  In 
number  of  different  manu 
one-brand  systems  he  cam 

Systems  Sales  Growi 

As  the  trend  toward  om 
systems  grows,  manufactu 
retailers  will  develop  e 
merchandising  methods 
these  products.  By  this  tin 
year,  one-brand  systems  -  • 
represent  about  50  ^ 
mass  market  retailer  s  )e 

ness  and  about  2^  percen 
audio  specialists.  It  ,s  ,Us 
believe  that  when  al  vo 
for  a  system  are  Purc^;r:, 
same  time,  the  one-brand 
will  dominate.  One-bran^  .  ;h 
won’t  take  much  ^ 

audio  specialist  s  re^u  , 
match  business,  but  • 

attract  a  lot  of  f'rst  „,]t 
While  more  manuiactu1*  ^ 
with  each  othe  .  i 
and  more  »Py, 
componel“ 

anl°ng  mU'1 

the  > 

th*" 
ill 


competing 
will  also  be  more 
dealers  carrying 
terns. 

The  competition 
faeturers  will  help  I 
because. 


to 


It*1 


tint5* 


to 


the  one-brand 

retailer  and  to  the 
also  result  in  bettei ’  P^ul,  ■ 

dealers,  better  values 

better  packaging  o 
and  an  overall 
audio  industry. 


of 
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How  to  profit  from  the  tape  shortage 


By  Don  Patrican 
National  Sales  Manager 
Video  Products 

Maxell  Corporation  of  America 

Thcueh  the  shortage  of  videotape 

has  created  headaches  for  manufac¬ 
turers  and  retailers  alike,  I  believe  it 
may  be  a  blessing  in  disguise. 

Of  course  in  this  period  of  great 
demand  we  all  wish  we  had  more 
product  to  sell,  but  this  enforced 
•go-slow*’  period  gives  the  wise 
marketer  and  merchandiser  the 
opportunity  to  pursue  a  program 
that  maximizes  not  only  sales,  but 
profits  as  well. 

If  we  had  all  the  product  we 


Dealers  have  been  saying,  "We 
have  it  and  cheaper  than  anyone 
else.”  Well,  that  may  move  a  lot  of 
stock,  but  it  does  nothing  to  build  a 
consistent  customer  base  or  profit¬ 
able  operations.  To  a  large  extent 
today,  selling  videotape  has  become 
merely  a  matter  of  trading  dollars. 

Growing  Popularity 

High  grade  videotape  and  the 
growing  popularity  of  full-featured 
VCRs,  however,  provide  an  excellent 
hook  for  an  educational  approach. 

Let’s  take  a  look  at  today’s 


"The  videotape  shortage  may  be  a 
blessing  in  disguise." — Donald 
Patrican,  Maxell  Corporation 


potential  video  customer  and  the 
bewildering  array  of  product  and 
choices  he’s  confronted  with. 

He’s  heard  a  lot.  He’s  heard 
about  VCRs — but  which  one  to 
choose?  Beta  or  VHS?  Slow-motion, 
fast-motion,  freeze-frame,  reverse? 


Or  should  he  choose  one  of  those 
new  fangled  videodiscs?  But  again, 
which  one?  CED?  LaserVision? 
VHD?  And  which  machines  have 
which  features?  And  what  about 
tape?  Standard,  high  grade? 

Continued  on  Page  31 


America’s  Biggest  Discount  Warehouse 

GUARANTEED 

LOWEST 

PRICES 

ON  AIL  MAJOR 
BRANDS! 


Donald  Patrican 


wanted,  there  would  be  a  strong 
temptation  just  to  get  it  out  there 
and  get  it  sold.  That  can  lead  to 
chaos  in  the  marketplace.  This 
shortage  gives  us  the  opportunity  to 
market  videotape  properly. 

By  properly,  I  mean  offering  the 
consumer  the  proper  tape  for  his 
needs  and  selling  it  to  him  based  on 
its  benefits,  not  merely  as  a  matter 
of  price. 

We  have  taken  a  first  step  in  this 
direction  by  emphasizing  an  educa¬ 
tional  approach  with  our  videotape 
to  both  retailers  and  consumers. 

Most  videotape  is  sold  on  the 
basis  of  price  and  availability. 


National  Video 
crosses  border 

PORTLAND,  ORE.— National  Vi¬ 
deo,  franchiser  of  the  video  stores 
bearing  its  name,  announces  that  it 
has  opened  its  first  facility  outside 
the  United  States:  a  new  National 
Video  store  in  North  York,  a  suburb 
of  Toronto,  Canada. 

The  new  store  plans  to  sell 
National  Video  franchises  through¬ 
out  Ontario,  says  its  manager, 
Harvey  Korman. 

National  video  began  offering 
franchises  last  January  and  official¬ 
ly  began  its  franchise  program 
March  1 .  Ron  Berger,  the  com¬ 
pany’s  president,  says  he  is 
’’confident  that  National  Video  will 
become  the  Hertz  of  the  video 
retailing  business,  offering  a  quality 
family  image  combined  with  hard¬ 
hitting  promotions  and  the  benefits 
of  group  buying.” 
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SONY  KP-5020/7220  PROJECTION  TV 
NEW  1 2-Plece  cocktail-table  projector. 
Sharp,  super  bright  F-1  lens. 

Available  with  4  tt.  or  6  tt.  screen. 


JVC  HR-6700  U  VIDSTAR  VIOEO  RECORDER 
2  hr/6  hr,  7  day/6  program,  electronic  tuning,  slo-mo/still  trame. 
speed  play. 


PANASONIC 
PV-3200 
PORTABLE 
VIOEO  RECORDER 
Super  light  weight 
with  electronic 
tuner,  timer 
and  built-in 
charoer.  Battery  or 
AC.  Records  up 
lo  6  hrs.  Still 
trame,  slo-mo  and 
remote  pause. 


★RCA  *Quasar*Magnavox 
★Technicolor*  Mitsubishi 
★Hitachi  ★Zenith*  Sharp  *Akai 
★Toshiba  ★  Sanyo*  Paramount 
★MGM*Media*MCA*  Columbia 

★  Disney*  Magnetic  Video 
★Warner  Bros*TDK*Memorex 

★  Fuji  ^Maxell  ★  Atari  *  Bally 


PANASONIC  PA-800  DELUXE  COLOR  CAMERA 
New.  lightweight,  wllhe-lpower-zoom 
lens.  Sattcon  tube,  auto-electne  inr 
telescopic  mlka. 


RCA  SELECTAVISION  '• 
VIOEO  DISC  SYSTEM 
2  hrs  play  on  single  disc, 
visual  search,  rapid 

dir 


access,  pause,  digital  LEO 
indicator.  Lowest  cost  disc 

player  available.  Movies 
from  mosl  major  studios. 


s 


RCA  VET-650  Video  Recorder 
New.  ultra-trim  design,  rapid- 
scan  forward  end  reverse 
slo-mo.  ireere  trame.  1 4-day 

Srogrant.rc mole  control.  ■ 
-hr* 


Orders  shipped  in  Factory-Sealed 
cartons  within  24  hours 
Multi-Million  dollar  inventory 

FREE  PRICE  QUOTATIONS  AND  INFORMATION 

Phone  Toll-Free  __ 

800-327-0337 

In  Florida  (305)  754-2131 


IP  P**’  Dealer  Inquirie^Welcom^ 

Clnrifta  331 33 


- IMP  to  n  f  7ist  Street.  Miami.  Florida  33138 

VIDEO  WHOLESALERS,  INC.  39  N^Tist  s  ^  cafds 

VISA.  MASTER  CHARGE  AMERICAN  EXPRESS 
honored  via  Phone  or  Man 


name  — 
address 
CITY 


STATE . 


ZIP- 


CITY - -  - - - g—  ^ 

CALL  OR  null  Q 

□  ,  would  like  to  become  a  dealer.  y  „  S1  ,of  tatest  Video  caraloc,  J 

[  |  Send  latest  price  list-  ^ |^********®— **—i***** 


Circle  No.  15  on  product  card 


Accessories 


boost  retail  video  sales 

..  ,h„u.  video  products  and  (heir  uses  . 


Cover  Story 

and  25  million  blank  tapes  eipected 
to  be  sold  this  year,  and  the  total  is 
a  sizable,  full  profit  mar‘e'Jfv  ,le 

honour  it's  a  market  that  only  the 


more  aggressive 


retailers, 
seem 


usually 
to  be 


video  specialists 
exploiting.  . 

“Accessories  are  where 
monev  is  today  because  everybody 
gives  awav  the  hardware,  sa\s 
Jeff  Steier.  president  of  the  United 
Video  Buvers  Associates,  wholesale 
arm  of  the  three-store  Theaterviston 
chain  in  northern  New  Jersey. 
"They  usually  sell  at  list  price  and 
carry  markups  of  40  to  50  per  cent, 
making  them  a  very  important  part 
of  the  business.  In  fact,  a  good 
accessory  mix  is  the  key  to  a 
profitable  operation.” 

Theatervision’s  Effort 

Theatervision  stores  stock  tri¬ 
pods.  lights,  cabinets  and  tape 
holders,  a  few  extension  cables,  lots 
of  carrying  cases  and  camera  bags, 
and  semi-sophisticated  add  ons 
such  as  stabilizers,  enhancers,  and 
bulk  erasers. 

"Most  customers  buy  everything 
at  the  time  of  the  original  hardware 
purchase.  That’s  the  time  when 
they’re  most  receptive,”  Steier 
notes,  “and  if  you  don’t  get  them  on 
the  first  purchase,  it’s  generally 
tough  to  get  them  afterward.” 

He  describes  a  "good  sale  as 


Covercraft  Leather  Dust  Cover- 
Circle  No.  319 

including  a  VCR,  camera,  tripod, 
lights,  battery  pack,  extension 
cable,  camera  case,  dust  cover,  and 
cleaning  kit,  adding  an  enhancer  or 
other  equipment  to  the  list  for  a 
"super  good  sale.”  An  average  sale 
at  his  store  consists  of  a  VCR,  dust 
cover,  cleaning  kit,  and  some  blank 
tape. 

Steier  comments:  “Major  manu¬ 
facturers  have  missed  the  boat  on 
accessories.  They  don’t  push  them 
or  promote  a  complete  video 
package.  It's  the  small  manufac¬ 
turers  who  are  making  the  most  of 
the  accessories,  and  they  don’t  have 
a  lot  of  money  for  promotion." 

Eric  Weiss,  video  buyer  for  the 
Stereo  Warehouse  chain  in  the 
metropolitan  New  York  City  area, 
agrees.  "Accessories  bring  signifi¬ 
cantly  more  profit  and  are  an 
important  part  of  the  business.  The 
buying  public  is  pretty  aware  and 
will  buy  what  they  need,  thus 
creating  a  market.  I  know  some 
small  video  stores  can’t  make  it  on 

28 


f  the  si*13" 

hardware  *«Jfth°eir  profit  only 
markup  and  make 

on  accessories-  which  added 

stereo  Warehouse^  #  became 

video  hardware  ssr  involved 

available.  8  mostly  cable 

with 


W1J|  accessories.  ^  ,  items  for 

adaptors,  connect0  -  ^  expand  ,hc 

category-  Display  methods  “depend 


because  the  store  is  very  dose  to  the 
„mtion  picture  and  video  production 
centers *of  Southern  California. 

Good  Growth  Seen 

Accessories  also  are  a  part  of  the 
Hlirt  mix  at  Video  Wholesalers  in 
CSrSL.  which  sells  “every- 
Ihi'ng  connected  with  video.”  Mar- 


^  „iv/ps  awa^the  hardware. 

"Everybody  9lv/e 

rs  Abates 


/  f 


Bib  Maintenance 
No.  322 


Kit- 


Tele 


Maxell’s  Head  Cleaning  Tape- 

Circle  No.  320 

upon  the  needs  of  each  store. 
Sometimes  we  show  accessories 
attached  to  the  equipment,  and 
some  are  carded  and  hanging  on 
racks.  The  packages  usually  tell 
how  to  connect  the  accessories,  but 
a  salesman  needs  to  show  how  to 
use  some  of  them.” 

On  the  West  Coast  at  Bel-Air 
Camera,  “Customers  are  likely  to 
check  out  a  new  gadget  or  accessory 
when  they  come  back  to  buy  tape  or 
see  what’s  new,”  reports  Robert 
Coyle,  manager  of  the  audio/video 
division.  “Video  is  becoming  a 
hobby,  and  people  want  to  take  care 
of  their  equipment  and  to  have 
anything  that  will  make  it  more 
convenient  to  use.” 

Tough  Customers 

He  views  accessories  as  full  profit 
items  that  are  easy  to  sell  with  a 
suggestion  or  explanation,  often 
bought  on  impulse,  and  as  a  part  of 
meeting  his  customers’  needs. 
Coyle  adds  that  many  of  his 
customers  are  very  knowledgeable 
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vin  Friedman,  owner,  considers 
cameras,  carrying  cases,  filters,  and 
blank  or  pre-recorded  tapes  as 
among  accessories  to  the  VCR 
hardware  purchase.  Camera  busi¬ 
ness  at  the  “discount  head¬ 
quarters,”  which  sells  through  a 
retail  store,  wholesale  to  dealers, 
and  through  mail  order,  now  is 
nearly  half  in  portable  models. 
Blank  tape,  sold  to  consumers  only 
in  cartons  with  10  or  12  units  each. 


moves  out  at  the  rate  of  4, 
50.000  cassettes  each  month 
“The  American  love  affa 
high-tech  gadgetry  will  bri 

nificant,  if  not  geometric  er 
the  sale  of  accessories 
general  public  becomes  a 
volved  with  video  recordin 
ucts,”  predicts  Harry  Elia 
president  of  US  JVC  Corp 
entertainment  division,  “j 
experienced  a  35  per  cent  u 
in  VCR  accessory  sales  since 
he  continues,  “and  project; 

Continued  on  P 


AVA  director  analyzes  the 
video  market  pricing  muddle 


ATany„S,0ra9e  Case— Circle 


Continued  from  Page  26 

chines.” 

Power  also  observes  that  “some 
suppliers  of  video  equipment  have 
certain  published  prices  but  almost 
openly  offer  everyone  some  type  of 
discount,  which  is  expressed  in 
multiples  of  percentages.  The 
discount  that  you  get  depends  on 
who  you  are,  who  you  know,  and 
what  you  have  purchased  in  the 
past.  Under  this  system,  each 
regional  sales  manager  sets  his  own 
series  of  discounts,  and  some  small 
dealers  may  actually  buy  better 
than  some  large  dealers.”  Some  of 
these  practices  “surely  violate  the 
law,”  notes  Power,  “but  they  are 
very  widespread.” 

Pricing  Battle 

But  the  No.  1  reason  that  there  is 
so  much  confusion  at  the  wholesale 
pricing  level,  according  to  Power,  is 
that  "the  suppliers— i.e.,  the  manu¬ 
facturers  and  distributors  of  video 
equipment  play  the  same  pricing 
game  that  most  video  retailers  do; 
they  try  to  make  each  sale  at  the 
highest  price  possible,  as  close  the 

system  of  published 
unpublished  flexibility. 

problems6 P  °f  these  and  °tber 
successful  „Wer  pointsout.  “Many 

CS  deal«s  do  doal 

purchase  their  SUPP  ,ers  at  a**'  but 

various  sources,  suTaTTvA  fr°m 
cash  basis,  from  a!«  AVA'  on  a 

around  the  countr^  P°'"tS 

y*  The  suppliers 


established 
prices  with 

I  9 


of  video  equipment  have  losi  trol 

of  the  distribution  of  their  p 
Transshipping  is  very  com 
is  even  fostered  by  the 
marketing  structure. 

See  No  Change  Soon 

Power  concludes:  "It  r 
thought  that  the  buying  acti 
the  American  Video  Associa 
strengthened  by  all  of  this 
confusion,  but  we  do  not  thin 
this  is  necessarily  so.  The: 
always  be  the  need  for  indepei 
video  dealers  to  pool  their 
ing  power  for  improved  pr 
which  is  perfectly  legal, 
that  the  discounts  are  ba> 
operational  savings  to  the  *UP'  . 
We  think  that  the  tremor  - 
confusion  that  exists  in  the  n- 

only  adds  to  the  con  us.on^ 
consumer,  adds  to  tn  vi(let 
challenges  faced  by  lhe  uioD 

dealer,  and  heightens  the  su  ^i 

that  mistrust  is  felt 
suppliers  and  dealers^  nbu[U  r. 

"These  pricing  and  d\s  ; . 

practices  are  so  widespr  {of 

common  that  we  do  no  near 

much  improvement  m  lS 

future.  To  a  large  degree-  video 

the  norm.  The  indepen  d 
dealer  must  keep  as  m  ^ 
possible  on  the  vano  sej  tc’r 

structures  that  are  being^  ^ 
each  product  line  so 
position  himself  with*11 
such  a  way  that 


in 


that 

this  nt^;. 

he  c#n  ; 

n^ofe  un 

competitive — and,  pric^ 

portant,  profitable-  h  can  liu 
confusion  is  something  1  j  sV,i 
must  be  understood  and  $ 

in  order  to  be  successful. 
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Video  accessories  a  'wide  opeiY  market 

_ — ^  .  .  ,horo  fhPV/  C?\n  M 


Continued  from  Page  28 
the  years  ahead  are  even  more 
encouraging.  Hardware  sales,  m 
dusrry  figures  show,  will  experience 
healthv  climbs  through  the  1980s. 
but  they  will  be  far  outpaced  by  an 
increased  demand  for  software  and 
accessories  needed  to  outfit  major 
systems.*’ 

The  accessory  market  is  wide 
open.  Elias  notes,  “because  fewer 
dealers  carry  VCR  accessories,  an 
competition  is  less  strong.  Conse¬ 
quently.  a  dealer  stocking  a  full  line 
of  accessories  stands  a  good  chance 
of  becoming  known  as  a  local, 
one-stop  source  for  all  consumer 
elecrronics  needs.” 

He  suggests  using  buyer  psychol- 


Apres  Audio:  Le  Cart— Circle 
No.  306  on  product  card 

ogy  as  a  dealer  sales  tool.  “An 
example  is  the  tendency  of  buyers 
to  get  the  bulk  of  their  accessories 
the  day  they  make  their  major 
purchase.  Dealers  can  use  this  to 
best  advantage  by  emphasizing  the 
sale  of  accessories  at  this  particular 
moment.  One  way  to  close  a  sale  is 
to  offer  a  special  accessory  package 
with  reduced  rates  to  those  who 
make  a  minimum  equipment  pur¬ 
chase,”  says  the  JVC  vice  president. 

Don't  Hide  The  Product 

Other  ideas  for  encouraging 
accessory  sales  come  from  Randy 
Burnworth.  one  of  the  owners  of 
Showtime  Video  Ventures.  Til¬ 
lamook,  Ore.,  manufacturer  of  an 
image  enhancer  and  other  accessory 
products. 


they  can 

w«n“y  trie  customer."  -Randy 
*  ff- i  showtime  Video  Ventures 


-Have  accessories  out  where 
they  can  be  seen  by  the  consumer 
and  easily  suggested  by  th 

person.  Hook  up  an  .mage  e, (.ham :e 

between  a  portable  VC 
camera  so  that  customers  can  se 
how  it  clarifies  and  improves  the 
picture  quality  of  a  standard  I  v 
camera. 


National  Clearinghouse's  Video 

Source  Book — Circle  No.  310 

on  product  card 

“Put  a  sleeve  over  an  empty  tape 
box  to  carry  the  message  ‘Ask  us 
about  adapters  and  high  quality 
cables’  and  put  it  on  the  shelf  with 
pre-recorded  titles.  Another  suc¬ 
cessful  technique  is  to  put  a  series 
of  adaptors  on  a  display  board  to 
show  applications.” 

The  variety  of  accessory  products 
continues  to  grow  as  needs  become 
apparent  or  new  or  easier  ways  to 
extend  the  video  experience  become 
apparent.  Among  brands  of  head 
cleaning  kits  are  Maxell.  TDK.  and 
Robins  Industries.  Bib  Hi-Fi  Acces¬ 
sories  provides  a  complete  line  of 
video  maintenance  products.  Ama- 
ray  supplies  cassette  storage  boxes. 

Shelton  Video  Editors  is  introduc¬ 
ing  a  new  model.  E-300,  which  is 
designed  to  eliminate  commercials 
automatically  while  videotaping 
with  a  claimed  improvement  in 
percentage  of  accuracy.  More 
examples  of  the  types  of  accessory 
products  are  varied  kits,  switches 
and  cables  from  RMS  Electronics! 
Channel  1  video  wallpaper  and 
visually  abstract  video/music  cas¬ 
settes.  and  a  computerized  TV/VCR 
remote  control  line  from  Steremote 


Pyramid  Manulacturing's  Elite- 
32  Cabinet— Circle  No.  307  on  Channel  1  Art  Screen  n 
pro<fucl  No.  31 1  on  product  «r7  C'e 
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Total  Video  Supply  Splitter  Box 
—Circle  No.  312  on  product 
card 

More  of  the  manufacturers  of 
accessory  products  are  offering 
display  racks  and  other  in-store 
sales  aids.  Bib  has  a  program 
including  a  counter  or  free  standing 
display  for  its  VE-2  maintenance 
kit,  a  Videophile  mass  merchan¬ 
diser  display  containing  a  variety  of 
items  in  a  small  space,  and  a 
handout  explaining  maintenance. 
‘‘In  addition,  we  have  a  media  kit 
containing  everything  a  dealer 
needs  to  prepare  professional 
advertising  and  offer  an  eight  per 
cent  ad  allowance,”  says  Stephen 


Electronic  Specialists  Super 
Isolator— Circle  No.  313  on 
product  card 


Rec°'<?n  °'rec,or  Switch  Box- 
Clrcle  No.  315  on  product  card 


Showtime  Video  Ventures 
Processor-Circle  No 

product  card 


on 


Innovative  Concepts  Cassette 
File  — Circle  No.  3C 
product  card 

Godfrey,  managing  director  B  - 

USA. 

Both  a  demo  unit  a 
six-minute  videotape  presen! 
wireless  remote  control  svs; 
playlet  are  available  from 
mote.  “These  serve  equal! 
sales  tool  and  as  a  teaching 
for  the  dealer,  and  the  VHS  u  i 
be  purchased  100  percent 
dealer  co-op,”  explains 
Chatburn,  sales  and  ma; 
director. 

Still  more  video  accessor 

being  introduced  at  CES. 


Rack  Factory  Cassette  - 
-Circle  No.  314  on  Pi¬ 
card 


Allsop  “Wet”  Head  Clea 
Circle  No.  316 


ijt-,  •- 

Distrivid  Switch  Boxt^ 
-Circle  No.  317  on  P 

card.  $  v 

RMS  Game/Computei 

(lefri— Circle  No.  3it> 


Video  player  unveiled  for  rental  market 


CHATSWORTH,  Calif.— Super- 
scope  introduces  Rentabeta.  a 
unique  new  videocassette  player 
designed  to  be  rented  to  people  who 
don’t  own  a  videocassette  recorder 
but  want  to  watch  movies  on  their 
television  screens. 

The  machine  is  intended  to  be 
rented  out  with  a  videocassette  of 
the  customer’s  choice  locked  inside. 
The  unit  will  not  record,  so  the 
customer  cannot  erase  the  tape. 
And  the  machine  is  housed  in  a 
resilient,  high-density  polyethylene 
carrying  case  to  protect  it  from  the 


rough  handling  it  could  receive  on 
the  rental  market. 

The  customer  is  not  given  a  key  to 
the  player,  so  the  cassette  which  the 
dealer  locks  inside  it  stays  there 
until  the  machine  is  returned.  This 
prevents  the  customer  from  substi¬ 
tuting  a  blank  tape  for  the 
prerecorded  one  in  the  player. 

Market  Targeted 

Superscope  says  that  the  Renta¬ 
beta  is  aimed  at  the  98  percent  of 
American  households  who  do  not 
own  a  videocassette  recorder.  Many 


of  these  families  would  like  to  w  atch 
movies  at  home,  the  company  feels, 
and  will  be  able  to  do  so  at  modest 
cost  with  the  Rentabeta  system. 
Test  marketing  of  the  concept  is 
scheduled  to  begin  during  the  last 
quarter  of  this  year. 

When  Superscope’s  new  Renta¬ 
beta  program  begins,  customers 
will  be  able  to  rent  video  movies 
in  faraway  places  like  hotel 
rooms.  The  unit  will  also  be  a 
boon  to  consumers  who  don’t 
already  own  a  VCR. 


Profiting  from  the 
tape  crunch 

Continued  from  Page  22 

What's  the  difference? 

Let’s  face  it;  from  the  consumer’s 
point  of  view  ,  the  video  marketplace 
is  a  jungle  of  claims  and  counter¬ 
claims.  And  w'hat’s  worse,  unlike 
audio,  there  are  very  few'  expert 
friends  around  to  consult  for  advice. 

Because  of  this  situation,  most 
customers  come  to  the  retailer  in 
various  states  of  confusion.  Even  if 
he  thinks  he  knows  what  he  wants, 
he  may  have  over-simplified  his 
needs  and  he  may  miss  some 
potential  benefits  of  his  new  video 
machine. 

That’s  where  the  trained  sales¬ 
man  steps  in.  He  can  qualify  the 
customer  and  make  a  reasoned 
pitch  for  video  tape  that  meets 
specific  needs  and  yields  definite, 
easy-to-perceive  benefits. 

Qualifying  the  customer  involves 
two  things:  discovering  the  uses  and 
capabilities  of  the  customer’s  ma¬ 
chine,  and  the  source  of  his 
programming.  We  don’t  recom¬ 
mend  high  grade  for  everyone.  But 
the  customer  who  has  a  full- 
featured  machine,  intends  to  tape  a 
special  program  and  will  tape  it 
from  a  high-quality  source,  such  as 
cable,  high  grade  is  the  correct  choice. 
This  same  customer  may  want  stand¬ 
ard  tape  just  for  his  day-to-day  needs. 
These  are  questions  the  salesman 
must  ask.  Additional  variables  in 
this  situation  include  the  use  of 
projection  TV  in  the  system,  or 
whether  or  not  the  customer  uses  a 
camera  and  portable,  both  of  which 
indicate  the  use  of  high  grade  tape. 

To  sell  on  the  basis  of  something 
other  than  price  you  need  a  story — 
something  you  can  convince  the 
customer  has  added  benefit  for  him. 
In  the  slower  speeds  and  with  stop- 
action  and  slow-motion,  the  quality 
and  durability  of  the  videotape  is 
crucial.  You  can  demonstrate,  visu¬ 
ally,  the  benefits  of  a  higher  grade 
tape  so  it  can  be  sold  more  profit¬ 
ably. 

What  we  tell  floor  sales  personnel 
is  that  customers  want  and  need 
more  information  about  videotape — 
and  they  will  buy  from  the  salesmen 
who  gives  them  reliable  advice. 
This  leads  to  a  less  price-sensitive 
sale  encounter. 

Dealers  have  been  very  receptive 
so  far.  and  we  hope  to  continue  to 
expand  the  program,  ■ 


<2 


Tape  Safe 


THE  PERFECT  RENTAL  CASE 


Tape  Safe  will  provide  the  very  best  protection  for  the  rented 
cassettes,  whether  picked  up  at  your  store  or  delivered  in  the  mail! 


U.S.  Postal  Approved  Mailer:  Specially 
designed  for  shipping  videocassettes 
through  the  mail.  Self-adhesive  mailing 
and  library  labels  available.  Pre-addressed 
labels  make  it  easy  to  return  the  cassette. 


Recessed  Label  Area:  Provides 
protection  for  the  label.  Prevents 
accidental  scratching  or  removal. 


Impact  Resistance: 

Provides  protection  from 
cassette  damage,  if  dropped. 


Dust  Free  Container: 

Provides  protection  for 
the  tape,  as  dust  will 
cause  Video  drop-outs. 

Preserves  tape 
quality,  color  and 
prolongs  the  life  of 
of  your  movie  or  film. 


Button  Locking  System  with  positive 
stops.  Requires  pressure  on  both  buttons 
to  open. 


Audible  Clicking  when  shipper  is 
closed,  indicates  that  case  is  closed 
and  locked  correctly. 


t 


Easy  open  button  design,  locks  firmly 
when  closed. 


Program  recording  labels  available  to 
keep  track  of  your  subject,  date  and 
time. 


Cassette  is  held  firmly  in  position  by 
center  hub  captures.  Cassette  cannot 
be  put  in  backwards. 


SEE  US  A  f  CES  BOOTH  #3350 


Innovative  Concepts,  Inc.  2284  Ringwood  Avenue,  San  lose,  California  95131  408-262-6680 


Circle  No.  17  on  product  card 
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Here  are  20  ways  to  sell  the  new  JVC  Portable  Video  System. 

We  don't  think  you'll  need  them  all. 


1.  SUPER  LIGHTWEIGHT 

The  HR-2200  portable 
v-ideocassette  recorder  weighs 
only  1 1  4  lbs  including  battery  oack 

2  SUPER  COMPACT 

The  hR-2200  s  longest  dimension 
is  less  than  12  inches 

3.  DURABLE  &  RELIABLE 

We've  replaced  mechanical  parts 
with  reliable  integrated  circuitry 
and  constructed  the  HR  2200's 
chassis  out  of  shock-resistant 
fiber -reinforced  plastic  compound 

4.  VERSATILE  TUNER/ADAPTER 

Optional  TU-22U  is  a  4-in-l  unit 
that  functions  as  a  TV  tuner, 
timer  (you  can  pre-set  for 
up  to  10  days  in  advance),  AC 
power  adapter  and  battery 
charger  Stacks  underneath 
HR-2200  recorder 

5.  SHUTTLE  SEARCH 

Lets  you  run  the  tape  forward  or 
m  reverse  at  10  x  normal  speed 
while  viewing  the  picture  Specific 
program  segments  can  be  located 
quickly  and  easily 


6.  VARIABLE  SPEED 
PLAYBACK 

Variable  slow-motion 
(1  6  to  1/30  normal),  freeze 
frame  and  frame  advance 

7.  REMOTE  CONTROL 

Gives  you  remote  operation  of 
12  modes,  including  recording, 
variable  speed  slow-motion, 
freeze  frame  and  frame  advance 

8.  LIGHTWEIGHT  CAMERAS 

The  GX-66U  is  just  one  of  JVC’s 
line  of  ultra  compact  color  video 
cameras.  It  has  a  6  x  zoom  lens 
with  macro  shooting  capability, 
and  a  sensitivity  switch  for  low- 
light  video  recording. 

9.  FOUR  MOTORS 

A  new  4-motor  system,  including 
a  brushless,  quartz-locked 
direct-drive  drum  motor, 
servo-controlled  capstan  motor, 
reel  motor,  and  a  loading 
motor,  assures  stable  and 
reliable  operation. 

10.  FULL-LOGIC  TAPE  CONTROL 

A  microprocessor-based  full-logic 
tape  control  circuit  provides 
excellent  operability. 


11  SOLENOID  OPERATION 

Provides  for  feather-light  push 
button  operation  and  direct  mode 
change  convenience 

12.  EDIT  START  CONTROL  (ESC) 

Automatically  aligns  a 
new  recording  with  a  previous 
one— thus  minimizing 
distortion  between  separately 
recorded  segments. 

13.  POWER  ECONOMY  SWITCH 

Allows  ESC  System  to  function 
even  after  power  is  switched  off  in 
the  middle  of  camera  recording- 
allowing  leisurely  preparation  time 
for  the  next  shot  And  prolongs 
battery  life 

14.  3  WAY  POWER  SUPPLY 

Operation  with  Ni-Cd 
rechargeable  battery  pack, 
household  AC  via  TU-22U 
or  AA-P22U,  or  car  battery  cord. 

15.  QUICK  RECHARGING 

Battery  pack  will  recharge 
in  about  90  minutes— 
while  remaining  installed  in 
the  recorder. 


16  CONVENIENT 
VISUAL  CHECKS 

LCD  electronic  tape  counter  and 
LED  tape  running,  battery 
warning,  and  moisture 
condensation  indicators 

17.  WIDE  GAP  VIDEO  HEAD 

Wide-gap  recording/playback 
head  ensures  outstanding  picture 
quality  even  under  unfavorable 
shooting  conditions. 

18.  FLEXIBLE  POWER  ADAPTER 

Optional  AA-P22U  provides  AC 
power  for  HR-2200,  recharges 
1  or  2  battery  packs,  and  contains 
a  built-in  antenna  selector 

19.  ACCESSORIES  FOR  EASY 
PORTABILITY 

Accessories  included  with  the 
HR-2200  are  the  remote  control 
unit,  cable,  earphone,  shoulder 
strap,  carrying  handle  Optional 
accessories  include  carrying 
cases,  shoulder  cart,  battery 
packs,  car  battery  cord 

20.  VHS  FORMAT 

The  HR-2200  employs  the  VHS 
system,  developed  by  JVC.  the 
most  popular  home  video 
recording  system  in  use  today 


SEE  US  AT  THE  JUNE  CES  IN  BOOTH  #406 


US  JVC  CORP,  41  Slater  Drive,  Elmwood  Park.  NJ  07 407 
JVC  CANADA  INC.,  31  Progress  Ave  ,  Unit  14.  Scarborough,  Out  MlP  456 


New  three-in-one 
lens  care  kit 
unveiled  by  Bib 

RICHARDSON.  Tex.— Bib  unveils 
its  new  VE-13  lens  care  kit. 
including  a  retractable  brush,  a 
bottle  of  specially  formulated  lens 
cleaning  fluid,  and  an  anti-static 
cleaning  cloth.  Suggested  retail 
price  of  the  kit.  including  a  handy 
carry-along  wallet  and  a  protective 
container  for  the  brush,  is  $8.95. 

Bib  lens  care  kit — Circle  No.  332 
on  product  card 
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Circle  No.  41  on  prodnrt  card 


Reagan  stars  in  2 
titles  front  MCA 

NEW  YORK— MCA  Videocassette 
offers  two  of  Ronald  Reagan’s  most 
well-known  films,  Bedtime  for 
Bonzo  and  The  Killers,  on  video¬ 
cassette  for  the  home  market  in 
both  Beta  and  VHS  format. 

In  Bedtime  for  Bonzo,  Reagan 
demonstrates  his  ability  at  light 
comedy.  He  plays  a  young  college 
professor  who  is  trying  to  raise  a 
five-year-old  chimpanzee  like  a 
child  to  prove  that  environment 
determines  a  youngster’s  future. 
Originally  released  in  1951,  the 
movie  runs  83  minutes. 

The  Killers  was  Reagan’s  last 
screen  appearance.  He  has  a  totally 
different  kind  of  role  in  this  picture, 
playing  a  cold-blooded,  heartless 
criminal  mastermind.  The  film  is 
loosely  based  on  Ernest 
Hemingway’s  story  of  two  profes¬ 
sional  assassins  whose  curiosity 
about  a  victim’s  refusal  to  run  leads 
them  to  a  million  dollar  bankroll. 
The  picture  is  in  color,  runs  for  95 
minutes,  and  was  originally  re¬ 
leased  in  1964. 

Other  new  releases  by  MCA 
Videocassette,  Inc.,  include  three 
recent  science  fiction  and  fantasy 
films  and  one  Beatles  classic.  The 
new  offerings,  available  in  both 
VHS  and  Beta  videocassette  for¬ 
mats,  are  Flash  Gordon,  The  Island, 
Somewhere  in  Time,  and  Sergeant 
Pepper  's  Lonely  Hearts  Club  Band. 

The  Island  (R,  113  min.,  1980)  is  a 
super-thriller  in  which  Michael  Cain 
plays  a  newsmagazine  reporter 
caught  in  a  time  warp  while  trying 
to  unravel  the  puzzling  mystery  of 
the  disappearance  of  ships  from  the 
Caribbean.  Somewhere  in  Time 
(PG,  103  min.,  1980),  a  time-travel 
love  story,  stars  Christopher  Reeve. 
Flash  Gordon  (PG,  110  min.,  1980) 
is,  of  course,  an  action-packed 
science  fiction  adventure.  And 

r,rieV  ^pper-s  Lonely  Hearn 
Club  Band  is  a  delightful  musical 
lantasy  based  on  ihe  Beatles  album. 

Bedtime  for  Bonzo— Circle  No. 

185  on  product  card 
The  Killers — Circle  No.  186 
Flash  Gordon — Circle  No.  187 
The  Island— Circle  No.  188 

S°iftQWhere  'n  Time— Circle  No. 

I  Os7 

SeS,P?rS  Lone|y  Hearts 
Club  Band — Circle  No.  190 


Toshiba  shows  two  new  VCRS, 
CED  videodisc  machine 


WAYNE,  N.J.— Toshiba  America 
introduces  two  remote-control  Beta 
VCRs  and  a  wireless  remote  control¬ 
ler  and  reports  its  CED  videodisc 
player  will  be  shipped  soon. 

Toshiba’s  two  new  Beta  format 
VCRs  are  four-head,  five-hour  units 
that  can  be  programmed  to  record 
up  to  eight  shows  over  a  two-week 
period.  The  two  additional  heads 
reproduce  remarkably  clear  images 
in  the  pause/still  and  variable  slow' 
motion  functions  on  both  units,  says 
the  firm.  The  circuitry  and  addition¬ 
al  heads  totally  eliminate  all  elec¬ 
tronic  noise,  irritating  static  and 
flickering  on  the  screen. 

Model  V-8500  is  a  home  unit  that 
lists  among  its  special  features 
visual  Superscan  at  40  times  normal 
speed,  visual  Betascan  at  17  times 
normal  speed,  and  a  visual  double¬ 
speed  function.  The  full  function 
remote  control  offers  play,  visual 
forward,  visual  rewind,  pause/still 
two  time  visual  fast  forward,  frame 
by  frame  forward,  and  variable  slow 
motion.  It  also  has  full  electronic 
tuning,  solenoid  controls,  and  blue 
fluorescent  digital  clock  readout. 
Suggested  retail  is  $1,495. 

Model  V-9035  is  for  the  video  en¬ 
thusiast  on  the  move.  The  tape  deck, 
which  comes  with  separate  tuner- 
timer,  weighs  just  6  lbs.,  13  oz.  (with 
battery),  and  measures  10.9  inches 
by  4.5  inches  by  10.4  inches.  The 
portable  V-9035  features  electronic 
tuning  solenoid  touch  controls  and 


full-function  remote  control  „ 
with  a  battery  recharBe  f! 
built  into  the  timer  f  nct 

efficiency.  The  unit  aU 
variable  slow  motion  both°f 
and  reverse  and  includes 
Betascan  at  17  times  normal 
and  double  speed  visual  Jj* 

ward.  Suggested  retail  is  Si 

The  Model  VR-Mo^  ^ 
mote  control  system  allows  cm. 
owners  of  Toshiba's  Model  , 
VCR  and  the  two  new  ,nrou, 
to  operate  their  VCRS  r 
without  wires.  This  optional* 

sory  will  carry  an  appro., 

retail  price  of  $100.  m 

The  firm  also  reports  its  ( 
videodisc  player,  which  debu,, 
the  Winter  CES.  will  be  ship ' 
August.  The  unit  will  retail  for  . 
The  VP-100  is  a  wired  re- 
control  system.  It  has  a  playing 
of  one  hour  per  side  and  offe 
search  button  to  advance  the  pk 
at  2.5  times  normal  speed,  a  v 
search  super  scan  function  at  12 1 
normal  speed,  and  a  non-vr- 
rapid  access  at  180  times  nor 
speed.  This  unit  is  stereo  read, 
built-in  adaptor  jack  will  enable 
VP  100  to  be  converted  to  ster 
once  stereo  software  is  available 
the  purchase  ot  an  adaptor  pack 

V-8500— Circle  No.  264  0 

product  card 
V-9035— Circle  No.  265 
VP-100— Circle  No.  266 


Toshiba  VP-ioo  video  disc  system 


Home  Theatre  offers  rental  plan 


the  more  Tn  40  ££? 

-h 

cent  of  the  rental  revenue  aft"' 

discount  f'Ve  —‘  of  their 

vice  president^ ^ar  ket inJ^ F a n . ^ a ^ • 

lp°  the  one  used  \>v 8p'S  Slm,,ar 

Pictures,  which  adds’  tn  ;£am0Unt 

Pr*e  in  order  to  m  t  he  retail 
to  make  Up  for 


potential  revenues  lost 
rentals. 

The  Show  Me  How  cassetl 

part  of  a  library  of  250  “Ho 
programs  currently  in  produci 
Cinema  Associates,  Seattle. 
Among  the  more  popular  pro 
in  the  series  are  Aerobic  0* 
featuring  Melinda  Field,  and  t 
mg  Massage  and  Basic  (■ jr 
with  syndicated  columnist  Ra’ 
The  instructional  programs  v, 
su8gested  retail  price  of  $50 

Show  Me  How— Circle  No 
on  product  card 


Stores  can  duplicate  master  tapes  under  Cable  Films  plan 

_ *  r-  rrrv  — In-^torr  H n -  tanec  i jl  : _ 


KANSAS  CITY.  Mo.— In-store  du 
pliciT’on  rights  to  master  .apes  of  50 
motion  pictures,  coped  directly 

from  broadcast-quality  16mm 
rints.  are  available  now  to  video 
Imres' and  software  dealers. 

4nv  video  outlet  may  legally 
reproduce  the  movies  from  master 


tapes  to  Vi-inch  VHS  or  Beta 
formats  for  subsequent  rental  or 
re-sale  to  customers,  sav  Cable 
Films,  originators  of  the  program. 

Cable  Films  calls  the  concept  its 
Master  Tape  Program  plan.  The 
Firm  guarantees  all  master  tapes  are 
front  an  original  Film-chain  16mm 


television  print.  Cable  Films  says 
the  concept  should  be  accepted  as  a 
merchandising  tool  by  retail  stores 
to  aid  in  the  promotion  and  sale  of 
related  video  merchandise  to  the 
consumer  such  as  blank  tape, 
cameras  or  projection  equipment. 

Among  the  50  titles  offered  are 


Farewell  to  Arms,  starring  Gary 
Cooper  and  Helen  Hayes,  and  Gul¬ 
liver  s  Travels,  the  classic  animated 
fantasy  of  Lilliput,  and  Phantom 
of  the  Opera  with  Lon  Chaney  Sr. 

Master  Program— Circle  No.  244 
on  product  card 


VidEo  Box  OfficE 


PRESENTS 

ThE  AffoRdAblE  Movie 


The  Poppy  is  Also  a  FIower,  Ytl 

BnyNNER,  Omar  ShARif,  Eli  WaIIacIi,  AnqiE 
DickiNSON,  RiiA  HAywoRih,  Trevor 
HowarcI. 


ShARk,  Blri  Rtysolds,  BARRy  SlIUvan, 
AriUvr  KENNEdy,  SilviA  PiNAl. 


% 


"  •  V" 

Si 


Massacre  *t  Ft.  HoIman,  A  Reason  io 
Live  A  Reason  io  Die,  James  CobiRN, 
Telly  SavaIas. 


AU  Movies  AVAilAble  iN  VHS  -  Beta  -  UmatIc  ANd  iNTRoduciNQ  lUt H  W 
DeaIeRS  ANd  diSTRibuTORS  U/ANTfcd  fOR  The  liOTTEST  pRERECORd 

iNTRoduced  iN  1981. 

Come  see  us  at  BooTh  #>252  iN  The  concourse  level.  Don't  Miss  out  on  youR 

shARE  Of  ThE  pROfiTS. 

CaU  Toll  Free  1-800- 727-7026 


Hitachi  aims  for 

COMPTON.  Calif- — Hitachi,  a  com¬ 
pany  huso  thru  i'  !>•*  hhec?.eE  of 
,hc  Sleeping  Gian,  and  the  GE 
Japan.*  is  launching  an  all  ou 
eantpaign  It*  capture  as  big  a  cb-n* 

of  the  American  electronic  market 

av  it  enjoys  in  its  native  land 

The  three-pronged  aitac  ,n 
video,  audio  and  personal  elec- 
t tonics — begins  with  a  sweeping 
introduction  of  advanced  new 
products  in  all  three  categories  at 
the  Summer  Consumer  Electronics 

Show  in  Chicago. 

The  assault  will  be  fueled,  the 
company  says,  with  millions  o 
dollars'  worth  of  advertising  over 
the  months  ahead— plus  a  variety  ot 
hard-hitting  campaigns  to  convince 
the  customer  that  he  should  buy 
Hitachi,  and  to  persuade  the  dealer 

to  push  the  brand. 

In  its  new  lineup  of  television 
receivers,  Hitachi  is  emphasizing 
design  techniques  that  employ 
fewer  parts  for  greater  reliability, 
plus  a  unique  color  control  system 
called  Signal  Tracker  which  it  flatly 
declares  is  the  best  such  system  in 
the  industry. 

At  a  press  briefing  held  just 


before  CFS.  d-c  comp^r 

duccd  on  a  new  material  being 
pictures  of  the  Si  color 

SUn  simuliafieousl^y  ^ 

receivers  of  compe  ^  used  in 

A  special  test  I  ^pyjers.  no 

,he  demonstration,  n  ifnjjar 

doubt,  will  soon  be  g  v  lity 

Traacf  wcn,  for 

of  the  Signal  Tracicer  y 

themselves.  succeeded 

Hitachi  also  says  «  has  fucchass.s 

in  developing  a  ne'  ,.  ,|ian  those 
.ha.  is  21  percent  smaller  than 

ofi.s  competitors.  and  oses  Pn^ 

rrnt  fewer  parts.  I  his  » 

i he  company  believes,  will  rcs“  | 

a  dramatic  reduction 
tenance  problems  and  servt  c  *  j 
In  all.  Ihc  new  Hitachi  color  line 
consists  of  two  25-inch  receivers 
and  half  a  dozen  19-inch  models. 
Some  of  the  units  are  equipped  w 
remote  control  and  random/sequen 
tial  channel  selection,  and  one  is  a 
105-channel  cable-ready  model. 
There  are  also  two  new  12-tnch 
black-and-white  receivers  with  elec¬ 
tronic  tuning. 


H-h.  *  in«ot 

C,deocaCssefte  rccordcrs-so  proud 
V,dc  ♦  that  it  is  announcing  a  full 

,n  fa  «r  warranty  on  the  heads  of 
i wo- yea  *  machines  Up  to  now 

,ts  vidi  I  has  been  “unheard 

%\;“trv  asserts  the  firm 
Meanwhile,  the  company  ts 
ihr  final  touches  on  a  new 

port aHe^oltw camera .  the  VK-CT>0(K 

scheduled  for  delivery  in  luly-  1 
wiU  bc  20  percent  jailer  and  >5 

P— '  a  will  feature  a 

CnUewM-,ypev'dicon  and  a  6X  power  I 

round  ou.  its  video  offerings 
forCES.  Hitachi  announces  that  its 
CED  videodisc  player— shown  for 
the  first  time  last  January  at  Winter 
CES  in  Las  Vegas— is  all  set  for  a 
lune  delivery.  The  unit  has  an  audit, 
output  jack,  ready  fa  '  * 
adaptor  when  stereo  CED  discs 
become  available,  plus  optiona 
remote  control.  Suggested  retail 
price  is  $525. 

Hitachi— Circle  No.  297  on 
product  card 


25  new  titles  offered  by  Video  Communications 


TULSA.  Okla.— Video  Communica¬ 
tions,  Inc.  (VC1)  announces  the 
acquisition  of  25  new  film  titles  from 
Gold  Key  Entertainment,  a  division 
of  Vidtronics. 

The  new  packages  brings  VCI’s 
total  inventory  of  motion  pictures 
"to  well  over  600  titles,"  reports 
executive  vice  president,  Robert 
Blair. 

Films  in  the  new  package  include 
Burnaby  and  Me,  starring  Sid 
Caesar  and  Juliet  Mills;  Demon 


with  Cameron  Mitchell  and  Jennifer 
Holloway;  One  Man  Jury  with  Jack 
Palance;  and  Goodbye  Franklin 
High,  The  Toolbox  Murders  and 
Supervan.  Release  schedules  are  to 
be  announced. 

VCI  also  announces  that  50  of  its 
current  general  entertainment  titles 
now’  are  being  released  with 
Spanish  soundtracks.  Titles  offered 
in  Spanish  include  Dark  Star,  The 
Family,  Swiss  Conspiracy  and  The 
Life  and  Times  of  Grizzly  Adams. 


Video  Communications  Co. 
releases  general  entertainment  and 
religious/inspirational  program¬ 
ming  in  all  major  video  lormats, 
including  disc  and  !/4-inch  video¬ 
tape. 

The  firm  has  formed  a  new 
division  to  market  these  titles. 

VCI  video  programming— Circle 
No.  347  on  product  card 
Inspirational  Titles — Circle  No. 
348 


Aerobic  Dancercise 
Fly  Fishing 
How  to  Buy  a  Home 
Indoor  Plants 
Basic  Car  Care 
Make-up  for  Women 
Accupressure 
Learning  to  Massage 
Training  Your  Dog 
Home  Exercise  for  Women 
Belly  Dancing  for  Beginners 
Improve  Your  Golf  Game 
The  Fundamentals  ot  Tennis 
How  To  Do  Your  Own  Income  Tax 
Kundalini  &  Therapeutic  Yoga 
Interior  House  Painting 
Making  Basic  Plumbing  Repairs 
Contemporary  Crochet  Made  Simple 


InstructdWision 

DEALER/DISTRIBUTOR  INQUIRES  INVITED 

Home  Theatre 

6464  Sunset  Blvd.,  Suite  900 
Hollywood,  CA  90028 
(213)  4656121 


Circle  No.  21  on  product  card 
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Sports 
Concerts 
Children's  Showcase 
Family  and  Classic  Features 


Scene  from  Kagemusha 

Magnetic  Vide 
releases  three 
major  features 

FARMINGTON  HILLS,  M 
Magnetic  Video  reports  that 
recent  theatrical  feature  filn 
among  10  new  releases  availa! 
distribution  on  Beta  or 
prerecorded  videocassettes. 

The  three  titles  include  A  ( 
of  Seasons,  Inside  Move- 
Kagemusha. 

A  Change  of  Seasons 
Shirley  McLaine,  Anthony  H 
and  Bo  Derek.  Inside  A 
features  John  Savage.  David  N  >rse 
and  Diana  Scarwid,  who  w 
Academy  Award  nominee  for  best 
supporting  actress.  Kagemush  >a 
recent  Academy  Award  nomin 
best  Foreign  Film  of  the  Year 
Other  releases  include  two 
Gilbert  and  Sullivan  light  . 
H.M.S.  Pinafore  and  The 
of  the  Guard.  Also  schedule 
release  are  Giselle,  starring  V 
Nureyev;  The  Dancing  Pr 
with  Jim  Dale;  Ivor  Novello’" 
Dancing  Years;  and  two  then 
films  about  two  very  special 
Jenny  with  Mario  Thomas  and 
Alda,  and  Candy  with  C 
Aznavour.  Marlon  Brando 
Richard  Burton. 

Magnetic  Video  releases— C 
No.  245  on  product  card 


We  offer  LCD  design 
techniques  that  allow 
an  endless  variation 
of  digits,  letters, 
matrices,  bars  and 
descriptors  of  all  types. 

For  more 
information, 
write  or  call: 

216/655-2429 
P.O.Box  628  Hudson.  Ohio 

CbcleNo_22  on  product  card42  36 


New  ‘Collectibles 
from  VidAmerica 

NEW  YORK— VidAmerica 

nounces  the  addition  of  f*vC  nt 
titles  to  its  line  of  home  y 
programming,  “The  CoHecn  ^ 
The  five  properties  obtai 

include  The  Golden  Age  oj  C  - 
a  collection  of  comedy  hln>  "  | 
from  the  silent  movie  era. 
Lincoln  Conspirary.  *  ^ocu-J^ 
about  the  assassination  ot  a 
Lincoln;  The  French  ,, 

erotic  suspense  thriller;  I 
H  ait f  from  Major  League 
highlighting  last  year’s  VVci  ^  //iV 
and  All-Star  Game;  and  w 
Heal,  a  sensuous  adult  tilm- 

The  Collectibles— Circle  No-  * 

rNn  nrrkHnrt  PArd 


$24. 95  adaptor 

DIEGO.  Calif. — Total  Video 
Suppl.'  (TVS)  announces  the  intro¬ 
duction  of  the  SA-100  TV  Stereo 
Adaptor,  which  converts  mono¬ 
phonic  television  audio  signals  into 
stereo  signals  that  can  be  played 
through  any  home  hi-fi  system. 

The  adaptor  is  small  and  attrac¬ 
tive.  and  does  irs  job  safely  and 
simply,  TVS  says.  A  single  lead 
attaches  to  the  earphone  jack  of  a 
TV  set.  and  a  circuit  board  inside 
the  SA-100  converts  the  signal  to 
stereo.  Twin  leads  with  phono  jacks 


VBO  introduces 
V4-inch  software 

MIAMI — Video  Box  Office  an¬ 
nounces  prerecorded  software  for 
the  Technicolor  Vi -inch  video  cas¬ 
sette  recorder. 

The  North  Miami  Beach-based 
firm  has  12  full-length  feature 
movies  available  for  the  Vi -inch 


^0!  COnvert  television  sound  to  stereo 

P'ug  »mo  the  auxilian. 


S  Technicolor 

Some  VBO  selections 

format,  with  more  than  70  other 
titles  scheduled  to  be  released  in 
coming  months. 

The  audio  cassette-size  tapes  are 
offered  in  attractive  and  durable 
four-color  packaging,  and  will  sell  at 
a  suggested  retail  price  of  $49.95. 
y  *^eo  Box  Office  will  officially 
introduce  the  software  library  at  the 
summer  CES  in  Chicago,  and  will 
distribute  the  line  through  a 
national  distribution  network. 

Video  Box  Office — Circle  No. 
262  on  product  card 


A  VC  has  full  line 
of  adult  cassettes 

NORTHRIDGE,  Calif.— A  VC  (Adult 
Video  Corporation)  offers  an  ex- 
tensive  line  of  adult  videotapes. 

The  hottest,  sexiest,  most 
beautiful  stars  in  the  adult  enter- 
'dinment  field,  acting  out,  with  their 
partners,  the  most  stimulating  and 
imaginative  situations”  are  offered 
in  five  dozen  titles. 

Adult  tapes — Circle  No.  219  on 
product  card 


stereo  ampltfier  ^'ary  inPU'S  °f  a 
volume  is  ™mro„erd  ’^'Tr 
control  „„  the  adapio",,h  a  rotar> 

«  blackA'»“  iSb5,/'  inches  '°"S  and 

ends.  I,i.  T  irown  P'ostic  cap 

the  national!Pe^eCt  comP,ement  to 

series  Rf  "''  fi|mous  Vidt”Ma.c 
KF  signal  switchers  ”  itc 

manufacturer  savs.  Suggested  retail 
price  is  S24.95.  sgested  retail 

Stereo  Adaptor-Circle  No  231 
on  product  card 


YOCUM  c 


STEREO  adapter 


Total  Video  Supply's  TV  stereo  adaptor 


SONY  Color  TVs 
Priced  Below  Dealer's  Cost 


KV-4000 

KV-5200 

KV-8100 

KV-9400 

KV-1206 

KV-1217 

KV-1221R 

KV- 1514 

KV-1543R 

KV-1545R 

KV-1714 

KV-1743R 

KV-1912 

KV— 1913. 

KV-1914 

KV-1923 

KV-1943R 

KV-1945R 

KV-2601 

KV-2643R 

KV-2645RS 


^&JL 


SONY 

Black  &  White 
Priced  Below 
Dealer's  Cost 

FX-412 
FX-414 
TV-413 
TV-513 
TV-790 

SONY 

Projection  TVs 
Priced  Below 
Dealer’s  Cost 

KP-5000 
K P-7200 
KP-5020 
KP-  7020 

SONY  Video  Recorders 

Priced  Below  Dealer’s  Cost 

Home 

SL-5400  _  ~~ 

SL-5600 
SL-5800 
Portable 
SI. -3000 
TT-3000 

SONY  Video  Tapes 

Priced  Below  Dealer's  Cost 

L-500  l-750 

L-250  L-830 


VHS  Tape  T-120 
We  Carry  PANASONIC  RCA 
JVC,  ana  more  ..  $14  00  each 
We  also  carry  a  complete  line  of 


Home  Stereos  Radios.  Portable 
Cassette  Recorders  Car  Stereos 
and  Industrial  Video  Recorders 

SONY  Dream  Machines 

Priced  Below 
Dealer's  Cost 

ICF-C11W 
ICF-C15W 
ICF-C815W 
ICF-C20W 
ICF-C21W 
ICF-C22W 
ICF-C23W 
ICF-C33W 
ICF-C410W 
ICF-C411W 

SONY 

Micro-Cassettes 
Priced  Below 
Dealer's  Cost 

M-203 
M-400B 
M-601 
M-200 
TCM-121 
TCM-111 
TCS-300 

SONY  Stereo  Components 

Priced  Below  Dealer’s  Cost 

RT-66 
RT -44 
RT-33 
Y-33 
PS-434 
PS-333 
PS-242 

HMK  414-System 
HMK  3000-System 
HMK  3030  System 
HMK  313-System 
HMK  119-System 
HME  1 18-System 


SONY  Audio  Tapes 

Priced  Below  Dealer's  Cost 

Metal  C-60  EHF  C-90 

Metal  C-90  EHF  C-60 

FECR  C-60  LNX  C-90 

FECR  C-90  LNX  C-60 


SONY  Speakers 


Priced  Below 
Dealer’s  Cost 

SS-U65 

SS-U55 

SS-555 

SS-U45 

SS-U35 

SS-U25 


SONY  Portable  Radio  & 
Cassette  Players 

ICF-7750W 
ICF-7760W 
ICF-7600 
ICF-5900W 
ICF-7800 
ICF-7880V 
ICF-2001 
ICF-6700W 
lCF-8650 
CRF-1 
CRF-330K 
TR-3230 
TFM-6060W 
ICF-3860W 
TFM-6160W 
TFM-7720W 
ICF-7740W 
ICF-S5W 
ICF-7S00W 
ICF-M10W 
ICF-D1 1W 
SRF-80W 
CFM-23 
CFM-33 
CFS-45 
CFS-55 
CFS-65S 
CFS-67 
CFS-V2 
CFS-81S 
CFS-F5 
CFS-D7 
CFS-100 
XF-3000 
XF-5000 

SONY  Color 
Cameras 
Priced  Below 
Dealer  s  Cost 

HVC- 1000 
HVC-2010 
HVC-2200 


SONY 

Cassette 
Players 

Priced  Below 
Dealer  s  Cost 

TCM-600 
TPS-L2 
TCM-747 
TC  M-200 
TCM-260 
TC-142 

SONY  Car  Stereo  Systems 

Priced  Below 
Dealer  s  Cost 

XR-77 


Ttlei  i 

808014 

INT  WHLS  MIA 


international 

wholesalers 


n 

Mi 

Of  MIAMI,  MC 

17866  IPCO  ROAD  (N.E.  5th  AVE.)  NORTH  MIAMI  BEACH.  FL  33162 


SONY  Car  Stereo 
Speakers 

Priced  Below  Dealer  s  Cost 

XS-1 
XS-li 
XS -21 
XS-M33 
XS-M31 
XS-601 
XS-602 
XS-66 
XS-63 
XS-62 
XS-43 
SX-20* 

SX-202 
XS-203 
XS-613S 
XS-ollS 

We  Carry  PANASONIC  AKAI. 
3LAUPUNKT  SHARP  HITACHI. 
ATARI.  SANYO  FUJI.  BRAUN 
JVC  ADVENT  and  mucn  more 
F or  more  information  send  ’O'  a 
tree  catalog  and  enclose  5  V 50  for 
postage  and  nanoimg 
Order  Dy  phone  or  by  ma*  send 
monyor  certif.edchecA  Two  week 
delay  on  personal  checks,  when 
paying  by  charge  include  card 
number  and  e*p  date  Shipping 
charges  will  be  added  to  credit 
card 

Not  responsible  for  typographical 
errors  Prices  subject  to  change 


V. 


w 


7-800-327-0596 


Circle  No.  23  on  product  card 


LEISURE  TIME  ELECTRONICS,  Summer  1981  37 


GE  introduces  portable  1  CR 

improves  W  idescreen  system 


V£W  !  OfiX — Gcboe ai  ^ecrrrc 
Tdirnsinn  expands  xs  fineafJHS 
vide-  3sser-e  reefers,  arveumg 
i  rortafrfe  mnt  and  a  mmerx. 
ir-<:  msecs  scsiScaux  mpreve- 

trresrs  xi  its  Widescreen  preiecnon 
-g[(=v*sicTt  ^vsr ss  and  i— S  or  er¬ 
rand  race  mnmg  mpabernes  to  - 1 
sets  m  the  line. 

The  cccma— 7  BBOtiticcs  three 
-e^  VCTL>  4*  the  toe  end  is  GE's 
trrsr  fbc r-head  flat,  the  1VC82D1- 
aw  Tte  1  1  h-hocr  VC1  teamres 
v:deo  scan  is  the  1  or  '3-hccr  mode 
is  -u-eil  as  slow  mcnon.  <prtck 
—evict  freeze  frame  and  frame 
advance. 

fa  the  pertahie  area.  GE  s  first 
ectr*-  is  die  ICVP2G2CX.  a  2.  4  6- 
benr  VH5  one  ■weighing  m  at  13 
remit.  This  m-r  has  rechargeable 
barrsrv.  features  video  scan  in 
forward  or  reverse  offers  freeze 
frame  wi  frame  advance,  mi  ms 
i  ™ed  DOGT-fnncnctt  remote  tor 
—dec  scan,  ranse.  still  mr  frame 
advance.  Tie  companion  tuner 
tmer  rm-rr  has  an  i-prr gram,  .—hap 
timer  and  14-mannei  Oner. 

GE  also  mtrc’dnces  its  first  color 


ICTC2KIW. 
«e  tti  1  «*»  ?  4  «“■?  f?p* 

■an  fcens  co  objects  c  T  - 
1W  Comptem*  Gc  s  •  cs  bn 
-IS  for  '*2  is  a  basic  2  o-coor  V 
-tt  Model  ITCK3W2X  ^ 
12 -channel  electronic  tuning  *■“ 

single-pro  cram  Z-Efcccr  timet. 

fa  widescreen  tslevisam.  the 
gnu  amo cnees  the  addinon.  .  of 
stereo,  audio  and  v-.deo  jacks- 
Scperband  timing  and  oob  h-ter 
elearomcs  in  the  new  W-ie screen 
4000  home  entertainment  tenter. 

c  regnlar  television  pro  emits-  GE 
offers  Soperbaod  tnnmg  —  1- 

models:  two  19- inch  sets,  eight 
25-mcfc  sets,  as  ^eC  as  in^  the 
Widescreen.  This  feature  allows 
consumers  to  connect  the  cable 
chrectij  an  i  receive  sp  to  35 
rr  vr-r  pi of  emscram  bfed.  compati¬ 
ble  TV  -vn-bner  the  -converter  hex. 


-p^  2  ~~3xl-C  33T  "C  *  ~l  -  -*-5 

firm  5  I  '■=- 


VC -s — C  me  Ma.  25c  ar 
product  card 

Wceaoreen  4000 — Circle 
254 

r'rV  330TS — 2  'tie  255 


'40. 


jj-r: 

m  s  *e-v.  portab  e  -  2-  »•.  m  remote  control 


TVS  updates 
accessories  line 

SA>  DIEGO.  CaSt — TVS  (Total 
Video  Stop';-  Co  awaaro  bright 
-ew  packaging  for  rts  M-I06  ':feo 
Head  Geanmg  Kit  and  its  extensive 
line  of  ctLStctrt-Srted  dost  -to vers  for 
Tideocassette  recorders. 

The  packaging  of  the  Heat 
Clearing  Kit  "has  been  revised  to 
integrate  with  the  packaging  zzotir 
tf  the  co moan 7  s  three  accessory 
merchandising  racks.  T*  5  re¬ 
torts.  Each  at  its  VCR  Inst  covers, 
the  firm  adds-  “now  comes  in  a 
sturdy,  attractive  box  suitable  for 
pegtoard  systems.  The  silver,  red 
i ni  bite  box  features  a  fan-color 
photo  of  the  covers  against  a  black 
oariegro  tmd.  Tte  reverse  side  of  the 
box  contains  a  complete  fist  of 
covers  to  fit  over  50  models  of  VCRs 
so  that  consumers  may  easOy 
identify  the  cover  mat  fits  their 
needs.” 

TVS — C  rc  e  No.  181  on  product 
card 


ReupnoE 


VIDEO  CASSETTES 
STORAGE  md  SHIPPING 


GES 


H«ai  S«aied 
Vinyl  Storage 
Albums 


Plaaoc  4 
Pa^erti oard 
Siipcaaes 


Corrugated 

Mailers 


-For 


•in  3  R.rr.aiiv 


CUSTOM  IMPRINTING 
A  v  AiLABLE  ON  ALL  ITEMS 


por  compete  catalog  wr\ te  or  onone 


•AJ  IIW3  {Mr  i  7*2222 


^4c.  24  on  product  care 


Want  to  make  big  money  in  the 
home  video  market? 


Join  the  mz  SI13{:5STS2  Program 

-  •*  260  “S-322  jartsrs  Dealers!"  z 

•  Vie  2llo«v  you  to  exchange  3  .  oez 

movies  for  only  $8.00  a  mo  *  e. 

•  You  pay  no  franchise  fee. 

Yc<u  can  sell  or  rent  your  inventory. 

•  We  carry  your  back-up  inventory 

We  pr°v'ae  you  promotional  materials 
gpnistrate^yertise  and  promote 

You-  satisfaction  guaranteed  for  30  days. 

%TV  scVTa,ion  “* us  in  B°°,h 

Avenue  S£L  °f  u,*  5686  N'  Lincoln 
Avenue.  Chicago,  Illinois  60659 

Phone:  312-561  1175  or  80a62S 


Cucie  He  *  M  . 


Movies  highly 
Meda  Home  tizk 

LOS  AMrEUES — 

,  p-j 

OPCT^SCClTt lTdcr.C^  a 

Vfedia  Burnt  Wmmurn*^ 
three  fcaCTre  film  - :  Can  t  fa 

T3  !  Need  Gksses  yarrn^  ; 

Wtffiamg  of  “Mark  k  Mind*  - 
Wicker  Mzn  md  Ike  Death  -f  - 

Gn«vara. 

The  new  ofemgs  ifac  n,.; . 
two  rock  nrasic  ccacer— :  1 

unmared  ind  children  5 
six  addirinns  to  SfeSa  j  5-.., 

catatngwe. 

The  concerts  are  James  5- 
Lcve  in  Concert  and  ALrc?  C:» 
trr.t  Erven,. m3  .  The  sunmarir 
children,  s  feaenres  ar= 

Fixture  in  Space  Lkde  Zuiu.  4  tg 
Fables  of  the  Green  Ftr^z 
Spunky  <4  sfce  Tadpole  Ad-jen rv- 
The  newly  released  Spamsn  - 
are  Tfee  Deaxh  of  Che  Coe  ; 
5 undaT*m..  Fm  Lonely  W±k cm 
/  Don  z  Care  for  a- 

iV/isrrdx  aad  Gods  Review 

R  rns — Circle  Mo.  "2“  ;r: 

uct  card 

Concerts — 2  me  no  *28 

Spare!"  F  ms — 2  m  e  '■<:  *7 


NFL  Films  ha 
football  action 


MOUNT  LAUREL.  >  - 

Films  Video  mtriciicss  seven, 
programs  which  tdghLgm  fire 
N  i:. :  m  FocfcbaL  leag-te  seii  . ' 

The  new  nrcgrims  ire  .L 
Sazms.  and  Somers.  1  51-mr . 
stin-  t-,  cx  the  enfire  1 9®1  sci:- 
Cbtderedt  Super  3c  ^L  1  2— mt. 
acahrss  of  fite  gxr*e  "it  :tt:. 
fbctnge  never  berre  sees 
teieviske.:  isd  Greer  L  earns- 


t  ears  Volume  One  h^hhgC  -  - 
chronicle  the  accc-mrhshsic--  ' 
die  I-*j»  Seoer  Bc  *l  Chemt-C^  ^ 
York  Jets  xsfi  file  19TJ  Bufix-  - 
i  ream  that  set  tbe  «hbk  1  - 
season  ruskiag  reccrd. 

Addirinaatty.  1980  K4®  ;'r.. 
IjgH’.t,  al  24  amores  m  kc  - 
otferec  for  the  (WkLts-  '-L;' 
Dallas  C^wbovs.  Housrc- 
Seattle  SeiJuvks.  Ot'*  f 
Browns  and  San  Diego  Charge 

• 

NFi_  F*  ms — C  rc  c  Nc  — 


Show  time  has  a 


TILLAMOOK.  Ore.  —  Showtime 
Vrdeo  Ventures  offers  the  Video 
Travel*!!  for  the  videophile  “who’s 
frustrated  by  a  lack  of  mobility  and 

convenience. 

The  Video  Travelall  features  a 
strong  lightweight  can,  a  detach¬ 
able  multi-compartment  backpack, 
and  a  unique  camera  support  arm 
that  swivels  from  the  backpack- 
frame  that  holds  the  camera  in  the 
shooting  position. 

The  entire  system  operates  on 
]  10  v  ac  or  12  v  dc  and  comes  with  a 


e  package  for  the  traveling  videophile 

Show, me  Video  Ventures  also 
f""°Un«s  "  revised  and 

"E  "s  ex'sf'ng  line  and  plans 
IO  introduce  several  new  items  a, 

c  ts  \  tdeo  ampl, tiers.  RF  switches. 

an  heoTdi:pn,lra8e  enhan™  "iM 


Travelall— Circle 
product  card 

Other  accessories — Circle 

247 


No.  246  on 


No. 


Showtime  Video  Ventures  accessories 


Frank  Field  has 
new  K  f  C  series 


The  winning  combination  .  .  . 

BIG  PICTURE  PROFITS.  SIZE  ADVANTAGE. 


NEWPORT  BEACH.  Calif.— Karl 
Video  Corporation  has  acquired 
from  NBC  seven  of  the  Dr.  Frank 
Field  Test  Shows  for  distribution  to 
the  home  video  market. 

The  first  tapes  to  be  distributed 
exclusively  under  the  KVC  Mid-Vid 
banner  are  three  award-winning 
NBC  television  specials  called  Test 
Shows,  as  hosted  by  physician  and 
newsman  Dr.  Frank  Field. 

The  three  test  shows  and  new 
KVC  titles,  each  one  hour  long,  are 
The  Great  American  Diet  and 
Sutrition  Test .  The  Sex  and  Love 
Test  and  The  Marriage  and  Divorce 
Test. 

These  highly  informative  and 
interesting  Test  Shows  were  part  of 
a  lengthy  series  presented  by  NBC 
and  broadcast  by  WNBC-TV  in  New 
^ork.  The  shows  were  a  recipient  of 
and  nominated  three  times  for  an 
Emmy  Award.  Several  of  the  Test 
Shows  were  reprinted  in  six  dif¬ 
ferent  issues  of  Reader  's  Digest. 

~est  Shows— Circle  No.  183  on 
product  card 


Get  cable-ready, 
Sharp  exec  says 

PARAMUS,  N.J. — Your  next  tele¬ 
vision  customer  could  save  enough 
money  to  pay  for  his  new  set  if  he  is 
billing  to  spend  a  few  extra  dollars 
'-’r:  a  cable-ready  model. 

That  potentially  profitable  sales 
hint  comes  from  Charles  King, 
marketing  services  manager  for 
television  and  videocassette  record¬ 
ers  at  Sharp. 

After  a  survey  of  the  fees  charged 
for  cable  converters  by  15  top  TV 
-<ible  companies,  says  King.  Sharp 
concluded  that  approximately  S3. 50 
a  month  in  savings  could  be  passed 
on  to  each  customer  w  ho  ow  ns  a 
cable-ready  set.  That  totals  up  to 
^*ivings  uf  S42  per  year. 

Sharp  is  one  of  the  few  major 
television  manufacturers  now  mar¬ 
king  cable-ready  TV’  receivers. 

Caoie-reaay  TV— Circle  No.  168 

or  product  card 


more  than  DOUBLES  the  size  of  your 
customer's  current  TV  in  minutes! 


He  gets:  large  screen  viewing  at  an  affordable  price 
You  get:  the  winning  combination  —  Big  Picture  Profits  and 
Size  Advantage 


Check  these  other  advantages  and  see  why  BEAMSCOPE  is  becoming  the  most  sensible  large  screen 
approach  to  the  mass  Video  market. 


•  Low  ticket  item  •  Zero  obsolescence  factor  •  High  profit  margins 

•  No  large  inventory  or  floor  space  requirements  —  SIZE  Advantage 

•  No  moving  parts  —  no  service  •  Co-op  Ad  campaign  support 

For  a  'Seeing  is  Believing"  demonstration  see  us  at  Booth  3211 
Summer  C.E.S.  Show,  Chicago  or  call  or  write. 

(813)  842-3231 


f TV 


INTERNATIONAL  MARKETING  SERVICES 

710  Redmac  Street  Port  Richey,  FL  33568 


COOP 

PROGRAM 


Circle  No.  26  on  product  card 


LEISURE  TIME  ELECTRONICS.  Sumrr.e,-  1961  39 


ALERT-U™  Now  there’s  a  palm-sized  portable  smoke 
alarm  that  detects  SMOLDERING  fires  —  the  most  common  home/hotel  type. 

Easy  and  convenient  to  use,  the  ALERT-U™  travels  with  you  for 
protection  and  security  at  all  times. 

Incorporating  the  latest  photoelectric  detectors  (and  not  the  unreliable 
ionization  process)  the  ALERT-U™  gives  you  instant,  effective  warning  of 
smoke  and  toxic  tumes  released  from  so  many  man-made  fabrics  in 
homes/  hotels. 

The  ALERT-U™  tests  the  air  every  2 
seconds  (conventional  household  battery  fire 
alarms  do  so  only  every  15-20  seconds),  and  a 
new  patent  applied  for  design  allows  it  to  give 
off  an  extra-loud  alarm  sound  (min.  85dB) 
when  activated. 

For  added  convenience,  there’s  a  test 
button,  and  built-in  clip  for  easy  hanging  on 
picture-frames  or  door  tops.  Absolutely  no 
installation  necessary. 

Big  protection  from  NOVAG™. 


PortaPulse™  is  a  palm-sized  electronic  pulse  monitoring  *ltn 
computer”  that  monitors  your  physical  fitness  and  eliminates  the  risk  ol 
overstrain  during  jogging,  tennis,  ball  games,  skiing,  and  all  active  sport" 
PortaPulse™  comes  with  control  functions  and  quartz  stopwatch 
suitable  for  all  ages. 

Accurate  pulse  readings  are  obtained  while  you  exercise  by  either 
holding  its  two  polished  chrome  hand-grips  or  by  wearing  the  chest  N| rjl 
standard  accessory).  Read-outs  either  accoustic  beep  tones  or  by  LED  ui'(  *■ 
PortaPulse™  lets  you  optimize  your  exercise  by  setting  pulse  high 
rates.  Should  these  be  exceeded  PortaPulse™  tells  you  to  speed  up  or  "I"" 
down.  Its  built-in  recovery  timer  lets  you  take  your  pulse  at  precise  muf'  i 

after  exercise  is  complete.  ',,l‘ 


tlMVI  VAVlViav  —  r 

know  the  faster  your  recovery  t  c 
better  shape  you  are  in.  While 
the  pacer  beeps  at  adjustable 
intervals  making  it  easy  lor  you 
keep  to  a  set  rhythm.  You  cJl1 
even  time  races  or  exercises  w“n 
the  built-in  quartz  stopwatch 
with  lap  and  clear  functions. 

Big  protection  from  St 


I 


™  ^presented in  the  USA.  by. 


Admiralty  Centre  1103,  Tower  l,  Hong  Kong 
Telex:  74018  HOMIT  HX  Telephone:  5-285374-9 


California  Intermarket  Centre  Ltd 

Telex:  65249y  CaU&D  CUl’t  ?'  Angcles'  Calif-  lXK>66 

>  cjir&dcul  Telephone:  (20)  821-100 
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IN  A  WORD* 

REVOLUTIONARY 


Novae's  3rd  Chess  Computer 
Generation  sets  revolutionary 

world  standards.  ^ 

Our  scientists,  engineers  and  expert 
programmers  have  developed  the  most 
innovative,  comprehensive  line  of  chess 
computers  and  accessories  to  date. 

And  since  1978  we’ve  become  one 
of  the  leading  suppliers  of  chess 
computers  in  Europe. 

Playing  Novag’s  chess 
computers  is  simple:  with  no 
complicated  cursors  or  alpha/ 
numeric  keys  to  contend  with, 
entry  mistakes  are  eliminated. 

With  our  Sensor  Technology  you 
concentrate  on  your  game .  And  in  future 
simply  update  your  computer  with  our  new 
program  modules. 

The  Savant  features  DAVID  KITTINGER  s  ^4K 

MYCHESS  ©  program,  ranking  supreme  among  available 

chess  computers.  With  the  world’s  largest  commercially  a 


LCD  chess  board  and  our  revolutionary 
SENSOR-TOUCH-TECHNOLOGY  © . 

The  Robot  Adversary  with  24K  MY  CHESS 

program.  The  chess  computer  you  have  to  see  to 
believe.  Mere  words  can  t  do  him  justice. 

The  Super  Sensor  IV  with  8K  program  by  DAVID 
KITTINGER.  Solves  mate-in-5,  takes  back  up  to 
moves,  and  more.  Plays  on  batteries  (rechargeable. 

not  included)  or  adaptor  (included). 

Micro  Chess  with  strong  4K  progMO  * 
world’s  smallest  chess  computer  with  SENSUK 
TECHNOLOGY.  Others 

The  Chess  Pinter  and  Quartz  Ch‘s^‘°‘k 

accessories  compatible  with  ^  ^ 

NOV  AG™.  Simply  revolutionary. 


Admiralty  Centre  1103,  Tower  1,  Hong  Kong ; 
Telex:  74018  HOM1T  HX  Telephone:  3-28337-1- ; 


tm  Represented  in  the  U.S.A.  by: 

California  lntermarket  Centre  Ltd  Calif-  90066 

ns  - 
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Remote  control 

KNOXVILLE.  Tenn. — Magnavox 
will  introduce  a  new  remote 
controlled  Magnavision  videodisc 
player  at  the  Summer  Consumer 

Electronics  Show. 

Magnavision  model  8(Xb  features 
a  new  hand  held  wireless  infrared 
remote  transmitter  that  permits 
armchair  control  of  such  special 
effects  as  fast  and  slow  forward, 
still  frame,  frame-by-frame  forward 
and  reverse,  search  forward  and 
reverse  and  indexing  for  frame  and 
chapter. 

The  remote  transmitter  displays 


is  added  to  Magnavision  videodisc  system 

,  _ videodiscs  produced  uBiKm*-,- 


functional  contemporary  styling 
that  complements  the  Magnavision 

Magnavision  model  8005  also  will 
feature  an  automatic  special  effects 
defeat  function.  This  fail  safe 
system  will  prevent  picture  deteri¬ 
oration  in  the  event  the  special 
effects  (except  picture  search)  are 

accidently  engaged. 

Magnavision  was  the  first  prod¬ 
uct  of  its  kind  in  the  world.  It  uses  a 
laser-optical  system  that  projects  a 
beam  of  light  to  produce  TV 
pictures  from  a  videodisc.  The 


plastic-coated  videodiscs  produced 

for  Magnavision  are  aimost  .mmur^ 

to  surface  scratches, 

""^Magnavision  model  8005  will 
be  available  at  Magnavox  dealers  m 
July.  It  will  carry  a  suggested  retail 
nrice  of  $769.  The  non-remote 
Magnavision  model  8000  will  con¬ 
tinue  to  be  ava,labfle  ** 
suggested  retail  price  of  5699. 


its 


No. 


presents.. .3  NEW  STARS 


COLOR  PROCESSOR 

(PROC  AMP)  MODEL  VV-777P 

State  of  the  An  videocassette  color  correcting  is 
now  available  in  a  compact,  affordable  processing 
amplifier.  You  have  complete,  creative  control  of  all 
phases  of  a  color  or  black  &  white  picture  with  a  front 
panel  selector  switch  and  tour  separate  variable  adjust¬ 
ments: 

Modes  of  Operation:  COLOR  position  for  normal  man¬ 
ually  controlled  processing;  BYPASS  disables  all 
controls  except  LUMA  (which  becomes  a  video  ampli¬ 
tude  control);  MONOCHROME  returns  the  picture  to 
black  &  white  (an  automatic  color-killer  circuit  elimi¬ 
nates  residual  color  during  monochrome  program 
material). 

Standard  “F”  connector  rear  panel  INPUT 
OUTPUT  and  MONITOR  (for  use  of  an  external  color 
monitor)  jacks  complete  the  new  package.  Only  through 
superior  engineering  is  such  a  unit  even  possible  at  a 
price  like  this. 


RF/SYNCALIZER 

MODEL  VV-S-7/RF 

For  those  needing  low-cost  video  processing,  primarily 
for  single-VCR  systems.  Showtime  presents  a  Roll- 
Controller  combined  with  a  complete  RF  converter 
stage.  The  vertical  sync  modifications  of  some  over- 
zealous  copvguard  methods  can  result  in  uncontrolled 
roll.  But  now  you  can  straighten  things  up  instantly. 

Thanks  to  the  new  vertical  sync  correction  circuitry  in 
this  all-in-one  unit,  rolling  is  a  thing  of  the  past.  Then, 
the  processed  and  corrected  video  signal  is  converted 
back  to  the  RF  signal  that  your  TV  needs  for  viewing. 

Note:  Duplicating  copyrighted  material  without 
permission  is  illegal.  Check  and  obey  your  copyright 
laws. 

MINI-ENHANCER 

The  BIG  answer 

in  the  little  package! 

The  world  is  doing  more  portable  video  recording  than  ever  before  —  40^o  of  all  VCR’s  produced  this  year 
will  be  portable  models.  However,  the  sub-par  quality  of  video  camera  recording  has  been  a  major  draw  back  — 
until  now.  For  Pro-Quality  Image  Enhancement  coupled  with  minimum  size  and  maximum  durability  the  neu 
MINI-ENHANCER  from  Showtime  fills  the  bill.  '  *  "e ' 

With  features  like:  Full-enhancement  circuitry;  Accessible  ENHANCE  and  RESPONSE  adjustments  to  suit 
any  system;  a  Momentary  BYPASS  switch  for  instant,  glitch-less  enhanced-to-unenhanced  signal  comparison- 
and  a  Video  Line  Amp  that  allows  up  to  5()-t t .  camera  cable  extension  without  signal  loss  A  tins  (1  1  ”  H  v 

'  TvrV  L)  and/“?«d  me,al  ^closure,  the  new  VV-277P  comes  equipped  with  standard  10-pin  camera 
anu  VCR  connectors.  Suddenly,  un-enhanced  portable  recording  is  obsolete. 

Thw  R*pr*.*ntatlv*.  and  Distributors  Hsvs  Excsllsd  In  ths  Last  Six  Month. . 

DISTRIBUTORS  • 


— assr*** 


Rocky  Mountain  Video 
10053 E  Slat  Ava  ,  Sulla  B 
Oanvar,  CO  60239 
(303)371-4241 

McDonald  Salas  Corp 
5000  River  Road 
Naw  Orleans,  LA  70123 
(504)  733-6653 

Carl  Roaco  TV 
6394  T roost 
Kansas  Cily,  MO  64131 
(616)  444-7077 

Video  Suppliers  ol  America 
1296-6  N  Post  Oak 
Houston,  TX  77055 
(713)  465-6220 


Harry's  Video 
647  W  Foothills  Blvd 
Upland.  CA  91766 
(714)981-6971 

Prime  Time  Video  Wholesalers 
23  Gurney  Crescent 
Toronto  Onlerio 
Cenada  N68  1 S9 

M-Tronlcs 

1414  Fredericksburg  Rd 
Sen  Antonio.  TX  76201 
(512)736-2481 

Video  Distributors  ol  New  England 
Ona  Framlngton  Center 
Framingham  MA  01201 
(617)235-0670 


Roman  Marketing 
4500  Campus  Dr  Suite  346 
Newport  Beach  CA  92660 
(714)559-5534 

Rocky  Mountain  Sales 
10553  E  51  si  Ave  .  Suite  B 
Denver,  CO  80239 
(303)371-4241 

Omega  U  S 
S81  Kamoku  Street 
Honolulu.  Hawaii  96626 
(608)  941-7515 

R  L  Graham  Assoc 
P  O  Box  6464 
Leawood.  KA  66206 
(913)383-3475 


REPS. 


Roman  Sales  Co. 

3372  Camelot 

TX  75229 
(214)  356-21  S2 

Oiummom)  4  Aitoc  Inc 
p  o  Bos  2460 
Renton.  WA  960SS 
(206)  271-0271 

p0R  Seles  Inc 
904  w  Cypress  Or. 
Arlington  His  .  IL  6000S 
(3121394-2322 

Novldor  4  Firestone 
1  750  Montgomery 

Francisco.  C A  94,1 1 
(415)641-4848 
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Sanyo  bows  3 
VCRs,  new  disc 

COMPTON,  Calif. — Sanyo  intro¬ 
duces  a  CED  videodisc  player  and 
three  new  videocassette  recorders, 
one  an  ultra-lightweight  portable 

model. 

The  disc  player,  the  VDR3000. 
starts  operating  automatically  when 
a  video  record  caddy  is  inserted  and 
the  caddy  is  pulled  out.  The 
machine  also  features  a  three- 
motor.  quartz-lock  drive  systems 
and  light-touch  pushbuttons  for 
easy  control. 

Rpaid  search  is  possible  at  either 
12  or  40  times  normal  speed,  and  a 
fast -search  mode — without  picture 
— can  also  be  employed  by  using  a 
built-in  digital  elapsed  speed 
counter. 

Sanyo’s  three  new  VCRs  are  all 
Beta-format  units.  The  full-size 
models  feature  feather-touch  con¬ 
trols;  two-speed  operation  with  up 
to  50  percent  longer  recording  time 
in  the  slow  mode:  and  a  three- 
motor.  quartz-locked  tape  transport 
for  improved  tape  speed  and  picture 
stability.  Their  suggested  retail 
prices  are  S895  and  $995. 

The  new  portable  VCR,  the 
VPR4800.  weighs  8V*  pounds  and 
features  both  Betascan  and  frame- 
by-frame  advance.  An  optional 
compact  color  camera,  and  an 

optional  seven-day-programmable 

mini-tuner/timer  designed  to  mauh 
the  unit  are  available.  Used  with  the 
VCR.  they  form  a  compact  matched 
system  for  making  video  movies 
either  at  home  or  away. 

The  portable  VCR  carries  * 
suggested  retail  price  of  5L  045,  t  e 
tuner/timer  lists  for  $350.  and 
camera  is  priced  to  sell  for  $L  y 

Features  of  the  mini- VCR  |[K  ^ 

two-speed  capability  for  up  10 
hours  of  recording  and  teaihct 
controls. 

Sanyo  video— Circle  No.  349  on 

product  card 


Sanyo  VCR  4300 


leisure  electronics:  The  future  is  right 


iMJ^Vesident. 


PS 


<c  |U5 


CA  Ltd 


,  ihc  midst  of  a  revolu- 

aodio  resolution ;  a  home 
revolution  which  is 

* T^deo  is  changing  very  erratic- 
*  t>jr  business  used  to  be  e\o- 

slcwlv. 


t«f*;  **■ 

affect  all  of  us  in  the  near 
■p»e  whole  panem  of  audio 

!•»  r 

at- 

r  and  change  very  slowly. 

r0^  <  chancing  %ery  rapidly  with 
^r^anconent  of  technology . 
bVas  only  a  short  rime  ago  when 
sound  was  the  key  ro  our 

was 
and 

when  high  fidelity 


>r>ora- 

U*V 

tisiecmg 


yack-A^-wF ::e- 
vtn>  expensive. 


habits,  when  TV 
small -screen 


S.  David  Feir 

as  we  know  h  today  was  limit ed  to 
only  the  very  esoteric 
w'-ec  the  average  phonograph  unit 
was  a  console  in  the  living  room. 

Nc  one  had  heard  of  com¬ 
puterized  games;  no  one  had  heard 
of  computers.  And  then,  suddenly, 
things  started  to  blossom  out  on  the 
horizon.  From  mono  we  went  to 
Fierce,  a  rry  major  breakthrough. 
Torn,  technology  has  imp  rosed 
to  a  point  where  the  average 
consumer  is  able  to  buy  a  hi-fi 
quality  receiver  loaded  with  fea¬ 
tures  w rich  were  formerly  only 
a^ailat-t  :r.  extremely  high-quality 
a_o.:ccrr.?onents. 

The  Energy  Crisis 

The  revolution  that  has  taken 
place  "as  had  a  lot  to  do  with  the 
ererg:-  crisis.  People  are  afraid  to 
travel  now  and  are  staying  close  to 
tt-me  because  of  the  cost  of  gasoline 
'-Zi-  ie  cost  of  traveling.  So  they 
to  stay  home  and  enjoy  some 
hve  amenities  of  life  such  as 
khZy-  TV  TV  games. 

Another  thing  to  consider  is  that 
peop.t  have  begun  growing  up 
with  hi-fi  and  TV  as  a  way  of  life,  so 
**'  these  products  are  no  longer  a 
They're  a  necessity:  Audio 
the  sound  that  it  brings  to 
P^-'p.e  s  lives,  video  for  both 
Vocational  value  and  entertain - 
®ent  value .  and  games  for  am  use - 
ic  the  home. 

And  as  you  examine  these 
Products,  you  find  that  they  tend  to 
?nrj€  people  doser.  they  tend 
®r®l  the  family  closer,  because 
ail  kinds  of  entertainment  are 
1  Suable  at  home. 

the  advent  of  micro- 
*-er  ar  c  microprocessor  tech- 


vuiec  tape  recorder.  a  se  7aP,^ 
game— everything  win  be  on  a  wall. 


now 


large,  flat  -5 


be  on  if66"  television  will 

able  -  3nd  pe°P,e  »>e 

to  plug  in  various  other 

^™Pfnems  such  as  an  audio 
sound  sy  stem,  videotape  recorders. 

disc  player.  T\  games — and  also 
eventually,  home  computers  whS 
will  enable  people  to  do  their 
banking,  shopping,  get  all  their 
news  and  information  at  home  right 
m  the  comfort  of  their  living  room. 

The  ramifications  of  all  this 
leisure-time  technology  boggles  the 
mind  because,  in  my  opinion,  the 
extent  of  this  technological  ad¬ 
vancement  is  unlimited  bv  the 
ability  of  the  engineers  to  design 
the  equipment. 

Can  y'ou  imagine  being  able  to 
talk  into  a  piece  of  equipment,  such 
as  your  television  or  your  audio 
system,  and  having  it  answer  back 
to  you  and  perform  the  commands 
you  tell  it  to?  That's  just  on  the 
horizon;  and  it's  only  one  indication 
of  the  revolution  of  electronics  that 
we  are  going  through. 

After  all.  it  was  only  50  years  ago 
since  the  first  superhetrodyne  radio 
was  developed.  Just  think  of  itl 
Only  50  years  ago.  And  look  how  far 
we’ve  come  in  the  last  10  years! 
And  now  just  think  of  what  may 
happen  in  the  next  five  or  10  years 
— because  with  microprocessor 
chips,  anything  and  everything  is 
possible  in  the  world  of  electronics. 

Now  look  at  what's  happening  in 
TV  and  in  audio  and  in  computers. 
Technology  breeds  technology.  Ad¬ 
vancement  breeds  advancement. 
We  will  see  things  coming  soon  that 


we  ve  never  dreamt  about — or  at 
least  never  thought  would  be  a 
possibility.  But  they  will  become  a 
reality  very  soon.  And  my  feeling  is 
that  the  coming  generation,  who  are 
actually  the  customers  of  tomorrow, 
will  be  very  turned  on  to  all  these 
electronic  devices  for  the  home. 
They  will  want  them:  they  will 
desire  them:  they  will  need  them 
because  it  will  be  their  w  ay  of  life. 
And  in  turn  they  will  be  better 
educated,  especially  with  the  com¬ 
ing  age  of  computerization,  which 
should  make  this  a  much  better 
w  orld  to  live  in  because  communica¬ 
tion  is  so  very  important. 

As  people  discover  each  other,  as 
people  learn  to  live  with  each  other. 


be  the  difference  between  failure 
and  success. 

So  the  possibilities  of  the 

electronic  leisure-time  part  of  our 
industry  extend  as  far  as  the 
imagination  can  take  you.  There  is 
no  limit  to  where  we  can  go  as  an 
industry.  We.  all  of  us  who  are 
involved  in  the  manufacturing  and 
sale  and  distribution  of  this 

equipment,  have  to  recognize  the 
great  potential  that  exists.  And  we 
have  to  be  responsive  to  these 

needs.  We  have  to  train  our 
salespeople  to  recognize  and  under¬ 
stand  these  products,  because  you 
cannot  sell  a  product — no  one  can 
sell  a  product — if  you  don't 

understand  the  product.  So  sales 


"Our  business  is  now  changing  very 
rapidly  with  the  advancement  of 
technology."— David  Feir,  BSR 


the  possibilities  of  holocausts  and 
wars  will  diminish.  They  will  be  less 
likely  to  happen  than  they  used  to 
be.  when  communication  was  a  very- 
big  problem.  Still  another  factor  to 
consider  is  that  people  are  working 
less.  Years  ago.  people  worked  six 
days  a  week:  48  hours  was  normal. 
Then  h  went  to  five  days  a  week  and 
40  hours.  Then  it  went  to  35.  in  most 
cases,  and  now  it’s  going  to  a 
four-day  week  in  a  lot  of  cases. 
People  have  more  rime  to  spend  in 
leisure-rime  activities,  which  makes 
all  these  prod u as  that  we  are 
involved  in — these  electronic  prod¬ 
ucts — so  viable  and  so  formidable. 

For  companies  in  this  business, 
the  ability  to  recognize  the  needs  of 
the  market  and  come  out  with 
produas  to  supply  those  needs  will 


training  becomes  very  important. 

The  ability  to  sell  the  product  on 
the  floor  to  the  consumer  becomes 
very  important  because  that’s 
where  the  battles  are  really  wots  and 
lost.  The  proper  means  of  advertis¬ 
ing  the  products  so  that  people 
become  aware  of  them  are  very 
important. 

\\  hat's  Ahead 

I  foresee  a  great  future  in  this 
industry  for  all  of  us.  A  very 
exciting  future.  A  future  that  wiH 
catapuh  us  to  new-  heights.  Ann  1 
would  only  hope  that  those  of  us 
who  are  involved  in  this  meld  also 
can  recognize  the  future  and  take 
full  advantage  of  it.  because  it  will 
represent  a  better  way  of  life  for  ah 
of  us.  ■ 
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Cordless  telephones  are  sales  leaders 


Cover  Story 


Continued  from  Page  1 
several  hundred  feet. 

"Cordless  sales  have  gone  far 
be  von  d  our  expectations*  S3\  s 
Larrv  Reichenstein.  vice  president 
of  the  Webcor  division  of  Leisure- 
craft  products.  “If  someone  had 
told  me  three  or  four  months  ago 
that  as  many  as  800.000  cordless 
phones  will  be  sold  this  year  alone.  I 
wouldn’t  have  believed  it.  But 
based  on  orders  that  have  been 
coming  in.  I’d  say  it’s  very 
do-able." 

Cordless  telephones  are  outsell¬ 
ing  others  by  a  margin  of  three  to 
one  at  Computique.  a  Los  Angeles 
chain  of  eight  electronic  specialty 
stores  stocking  computers,  calcula¬ 
tors.  digital  watches,  and  answering 
machines  in  addition  to  telephones. 

“We  have  a  set  area  for  each  kind 
of  merchandise  and  allot  about 


ITT  cordless  telephone— Circle 
No.  333 

three  feet  of  shelf  space  to  GTE 
telephones  and  the  cordless  Elcom 
models,’’  says  Raul  Trillo.  manager 
of  the  store  in  the  mid-Wilshire 
district.  Models  also  are  displayed 
on  top  of  tables  for  customer  inspec¬ 
tion. 

“We  have  been  carrying  tele¬ 
phones  for  three  years  and  find 
they’re  a  pretty  constant  item  year 
around,  and  the  margin  is  good 
compared  to  other  electronic 
items. ’’  Trillo  comments.  The 
Computique  stores  maintain  what 
he  calls  a  moderate  inventory  of  one 
to  show  and  three  to  go. 

Some  retailers  credit  two  FCC 
actions  for  a  recent  spurt  in  sales  to 
customers.  Beginning  this  spring, 
telephone  companies  are  required 
to  “unbundle”  rates,  or  tell 
customers  exactly  how  much  they 
pay  each  month  to  rent  a  company- 
supplied  telephone.  By  next  year, 
subscribers  will  be  offered  the 
opportunity  to  buy  the  instruments 
they  now  rent,  and  that  action  is 
expected  to  be  another  stimulus  for 
sales,  particularly  of  feature 
phones. 

“Our  business  couldn’t  be  better. 


Telephone  sales  are  a  pretty  constant 
item  year  around." — Raul  Trillo, 
Computique  manager,  Los  Angeles 


explanation  is  required  “hec^„ 
most  of  the  phones  we  stock  ar< 
the  self-service  type.  Te1cph.(ru 
are  an  exciting  category  with  raon 
for  expansion.’’ 


As  the  telephone  rates  go  up,  as 
they  did  here  recently,  and  as 
people  become  aware  of  what 
they’re  paying  for.  they  come  in  and 
buy  telephones,”  says  Harvey 
Stuart,  manager  of  The  Phone 
Booth  in  New’  York  City.  “The 
business  is  not  seasonal.’’  he  adds, 
“but  there  was  a  definite  increase 
just  after  the  notices  went  out  on  the 
rental  costs  of  telephone  company 
instruments.  At  the  current  rate  of 
sales,  w'e  will  have  a  one  third 
increase  in  volume  this  year.’’ 

Selling  the  telephones  requires  a 
lot  of  explanation.  Stuart  believes. 
“You  have  to  go  through  each 
instrument,  feature  by  feature,  and 
explain  what  it  does  so  that  the 
customer  will  understand.’’  he 
notes,  “because  there  is  little  help 
from  the  manufacturer,  and  the 
distributor  doesn’t  care  about 
educating  the  customer.” 

Cordless  Phones  Popular 

Cordless  models  are  the  sales 
leaders  now  at  The  Phone  Booth, 
just  as  they  are  across  the  country  at 
the  Telephone  Shop  in  Long  Beach. 
Calif.  “The  cordless  phones  are  just 
the  thing  for  the  suburban  life,  right 
along  with  answering  machines. 
Automatic  dialers,  such  as  the 
Phone  Controller  or  larger  models, 
are  another  big  item  here.  People 
use  a  dialer  instead  of  a  Rolodex 
file,”  comments  Eric  Knaus,  ad- 


Zoom  Telephonies  silencer  cord 
—Circle  No.  334 


Dictograph  J ust-A-Dialer  — 
Circle  No.  335 

ministrative  manager  at  the  Tele¬ 
phone  Shop. 

“A  crest  is  coming  in  another 
type  of  telephone  item,  at  least  in 
this  area — the  customer-owned  key 
system  for  homes,”  Knaus  con¬ 
tinues.  “There  are  a  lot  of  small 
entrepreneurs  in  the  area  who  may 
have  two  or  three  lines  at  home  or 
run  a  line  from  office  to  home. 
Instead  of  paying  $400  installation 
and  $60  to  $300  a  month  in  fees  to 
General  Telephone,  they  buy  a 
$2,000  key  system  that  pays  for 
itself  in  two  or  three  years,  maybe 
even  less.” 

He  agrees  that  “probably  70  per 
cent  of  the  people  don’t  know  about 
the  features  of  the  telephones.  You 
have  to  lead  them  by  the  hand.  We 
learn  about  the  telephones  by 
checking  out  the  ones  in  the  store— 
we  carry  almost  every  brand — and 


department.”  In  addition  to  cord¬ 
less  phones,  the  decorator  types  m 
European  styles  and  the  smal  er 
models  like  the  Zip  phone  are 
favorites  among  Telephone  Shop 
customers,  “who  are  mostly  ol  er 
people  who  are  not  oriented  to 

character  phones.” 

The  Telephone  Shop,  which  has 
been  in  business  for  14  years,  sees 
the  communications  industry  as 
“about  to  ignite  with  new  develop¬ 
ments.  and  our  business  already  is 
climbing  steadily.” 

Distribution  Spreading 

Most  of  the  telephone  sales  to 
date  have  been  through  boutiques 
or  specialty  shops,  distributors 
report,  but  other  types  of  outlets, 
including  hardware  and  drug  stores, 
are  beginning  to  enter  the  tele¬ 
phone  business  in  line  with  grow  ing 
consumer  interest.  Distributors  also 
agree  that  most  of  the  volume  has 
been  in  large  metropolitan  areas,  a 
distribution  pattern  that  now  is 
spreading  to  w-ider  geographical 
distribution. 

One  non-boutique  finding  success 
with  a  limited  group  of  telephones  is 
Caldor’s,  a  large  New  England 
chain  of  discount  stores.  “We  find 
telephone  sales  excellent,”  says 
Robert  Cioppa.  hardware  buyer. 


Webcor  Zip  phone— Circle  Nr 

337 

Dialers,  answering  machines 
and  call  diverters  are  among  the 
best  selling  items  at  the  Telephone 
Center,  a  loft  store  in  New  York 
City.  “A  lot  of  street  business 
began  to  come  in  as  soon  as  our  ad 
appeared  in  the  new  Yellow  pa2es 
phone  book,”  explains  Charlie 
Elfassy.  manager,  “and  most  of  the 
people  are  aware  about  owning 
their  own  telephones.  Business  o, 
the  message  a  long  time  ago.  an 
now  the  citizen  knows  he  can  ge- 
refurbished  phone  for  S25  or  535 
save  himself  as  much  as  SI 
month  if  he  happens  to  have  se- 
phones  at  home,  especially  if 
are  the  Princess  or  Trimline  ty 


"People  use  an  automatic  dialer  insteac 
of  a  Rolodex  file." — Eric  Knauss, 
Telephone  Shop,  Calif. 


who  stocks  chiefly  basic  desk 
models  in  his  department.  “Tele¬ 
phones  have  been  in  our  stores  for 
about  three  years  and  have  been 
doing  well.  Our  basic  item  is  the 
standard  rotary  desk  phone,  al¬ 
though  we  also  carry  the  ITT 
Ultra  80  and  have  handled  the  GTE 
FlipPhone,  which  we  discontinued 
to  replace  with  the  Solitaire 
delivered.”  Cioppa  says  little 


44 


also  through  our  own 
LEISURE  TIME  ELECTRONICS.  Summer  1981 


service 


Western  Electric  S  Series 
telephone.  Circle  No.  336 


At  220  Telephone  Supply,  serving 
the  metropolitan  New’  \  ork  area. 
Eytam  Lewis  views  the  future  as 
“unpredictable,  but  the  business 
should  boom  next  year  when  the 
rental  phones  are  not  the  accepted 
thing  from  the  telephone  com 
panies.”  In  the  telephone  business 
for  15  years,  220  offers  consumers  a 
full  15  month  guarantee  on  a 
phones  it  sells,  a  service  the  stcr 
can  offer  because  it  maintain'  a 
staff  of  technicians.  Our  K  c-  ' 
seller  was  the  FlipPhone. 
being  replaced  by  a  be 
cheaper  electronic  mode 
adds. 

Sales  Training  Lags 

All  of  the  retailers  LL  i" 
TIME  ELECTRONICS  s 

noted  that  manufacturers  '  (lu 
selling  through  distributor*.  0  ‘  , 

to  train  sales  staffs  about  M  ^ 
features  of  the  telephones  or 
in-store  merchandising  nulU 
but  the  promotion  area  is  aiu 
stage  of  transition  for  the  °'XI'  ( 
ow  n  telephone  business.  aco'|v 
to  manufacturers. 

Continued  on 


Lewis 


^f-PWONf  n  HAS 
is  NEW  FEATURES. 


New  Redial  Feature. 

Now  when  you 
get  a  busy  signal 
theres  no  need 
to  diai  again.  A 
simple  press  of  the 
button  automati¬ 
cally  redials  the 
number  for  you. 


New  Mute  Feature. 

Keep  this  button 
depressed  and  the 
party  on  the  other 
end  of  the  line  can  t 
hear  you.  But  you 
can  still  hear  them. 


V 


t 


New  Colors. 

Choose  from 
espresso  brown, 
white,  rust,  almond, 
almond/rust  two- 
tone,  and  almond/ 
espresso  brown 
two-tone. 

Theres  also  o 
fifth  feature,  but  it 
isn't  new  at  all 
(especially  if  y©u  re 
familiar  with  the 
original  Flip-Phone). 
And  that  s  the  way 
Flip-Phone  II  will 
moveoff  your 
shelves. 


Circle  No.  29  on  product  card 


Prominent  tape  displays  e5^al_m°re  sale? 

■  I  %/■■■■■  I  - that  person  will  ask  for  „ 


Although  they  all  may  not  see 
rye  to  eve  on  the  specifics,  the 
majority  of  audio  and  video  tape 
dealers  across  the  country  contacted 
in  a  survey  for  LEISURE  TIME 
ELECTRONICS  believe  firmly  that 
the  more  prominently  a  product  is 
displayed,  the  more  it  is  going  to 

Feedback  from  mass  merchandis¬ 
ers  and  single-location  record  and 
tape  stores  alike  make  it  clear  that, 
despite  the  higher  risk  of  pilferage, 
the  self-service  approach  is  by  far 
the  best  stimulant  to  sales.  Others 
believe  in  exercising  greater  control 
over  the  handling  of  products,  par¬ 
ticularly  videocassettes,  by  displaying 
them  in  the  counter  or  behind  it. 

Lee  Berkowitz,  owner  of  Good 
Vibrations,  a  Boston  area  record  and 
tape  chain,  says  that  his  four  stores 
are  selling  considerably  more  audio 
and  video  tapes  by  making  them 
more  accessible  to  customers  through 
self-service  display  racks. 

Always  A  Risk 

“There  is  always  the  risk  of  a 
certain  amount  of  loss  due  to  theft,” 
he  says.  “However,  if  the  displays 
are  positioned  well,  that  loss  should 
be  minimal.” 

Berkowitz  says  that  video  tape 
sales  almost  tripled  when  the  cas¬ 
settes  were  made  easily  accessible  to 
customers  and  positioned  near  the 
audio  tape  display  fixtures  on  the 
sales  floor.  A  surge  in  sales  also  was 
noted  in  one  of  the  stores  when 
metal  audio  cassettes  were  moved 
from  behind  the  counter  to  a  self- 
service  rack  on  the  floor  to  test  cus¬ 
tomer  reaction. 

“Readily  accessible  displays  tend 
to  heighten  interest  in  a  product,” 
Berkowitz  says,  noting  that  there  also 
has  been  an  increase  in  the  sale  of 
prerecorded  video  tapes  since  they 


time. 


evr 


Stereoworld  store  manager  Richard  McKinney  (R)  keeps  the  tape 
display  right  on  the  demo  counter  to  encourage  sales. 


were  made  self-service  in  two  stores. 

Cassette  displays  in  all  Good  Vi¬ 
brations  stores  are  near  the  check¬ 
out  counter.  Recording  tape  is  a  good 
last-minute  impulse  buying  item,  ac¬ 
cording  to  Berkowitz. 

“These  days,  almost  everyone  has 
a  recording  device  of  one  type  or 
another,”  he  explains.  “Positioning 
tape  displays  in  this  way  leads  to 
sales  we  otherwise  might  not  have 
made.  Also,  displaying  products  near 
the  checkout  counter  helps  our  sur¬ 
veillance.” 

Barry  Dennis,  who  in  late  1979 
left  a  job  as  president  of  a  discount 
chain  of  hi-fi  stores  in  the  Balti¬ 
more  area  to  launch  Video  Ware¬ 
house  in  suburban  Owings  Mills, 
Md.,  is  a  firm  believer  in  the  im¬ 
portance  of  product  displays.  How¬ 
ever,  he  draws  the  line  at  self- 
service  for  videocassettes — at  least 
for  now. 

“Video  tape  is  displayed  in  open- 
front  racks  behind  the  main  sales 
counter,”  Dennis  says.  ‘“Because 
we  consider  ourselves  a  full-line 
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DiaLog  from 
U.S.  Iron — 
the 

“MELODY 
ON  HOLD” 
people. 
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"-whole 
phone  ^  in 

^  the  palm  of  your  hand. 

DiaLog — -this  single  unit  phone  can  plav 
a  melody  for  the  parry  on  hold. 

DiaLog — this  single  unit  phone  can  be 
used  on  rotary  or  tone  dial  system. 

DiaLog  this  single  unit  phone  has  a 
mute  button  and  can  redial  the  last  call. 
DiaLog— this  single  unit  phone  you 
hang  up  wherever  you  put  it  down. 
DiaLog — this  single  unit  phone  can  be 
programmed  to  retrieve  up  to  22  numbers 
with  as  many  as  16  digits. 

DiaLog— the  single  unit  phone  with 
two-party  lines  and  conference  calling. 
DiaLog — the  single  unit  phone .  Needs  no 
extn  ned  power,  butteries  or  necessities. 

No  one  else  in  the  industry  has  all  these 

features  in  a  single  unit  phone. 

DiaLog  -for  the  busiest  hue  m  your  store. 

CM  us  -  (516)  589-9430 

&& 

U.S.'TRDP 


W  US  Wilbur  Place 
Bohemia.  NY  1 1716 


See  us 
atCES 
Booth 
1979 
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audio  and  video  specialist  in  hard¬ 
ware  and  software,  we  consider  this 
a  good  opportunity  to  talk  to  the 
customer  and  discuss  any  needed 
accessories. 

Try  ing  To  Educate 

“We  are  trying  to  educate  as  well 
as  service  the  customer.  Positioning 
product  in  terms  of  shelf  space  is 
not  as  important  to  us  as  it  might 
be  to  some  mass  merchandisers.” 

“We  try  to  help  customers  under¬ 
stand  why  their  requirements  often 
have  a  lot  to  do  with  what  we  be¬ 
lieve  to  be  the  right  tape  for  the  oc¬ 
casion,”  Dennis  explains.  “Con¬ 
sumers  continue  to  be  heavily 
oriented  toward  buying  the  brand  of 
tape  that  came  with  the  video  re¬ 
corder  they  purchased,  for  example. 
Educating  the  customer  to  select  the 
tape  we  believe  to  be  the  best  for 
a  given  situation  means  that  we  want 
the  opportunity  to  explain  the  dif¬ 
ferences  in  tape  or  simply  to  establish 
a  confidence  level  in  selecting  the 
brands  that  may  not  necessarily  have 
come  with  the  hardware  purchased.” 

Richard  McKinney,  manager  of 
one  of  two  Stereoworld  stores  in 
the  Denver  area,  says  that  sales  of 
audio  tape  definitely  are  on  the  in¬ 
crease  since  the  company  began  dis¬ 
playing  it  prominently  in  the  count¬ 
er.  Sales  are  so  good,  he  adds,  that 
consideration  is  being  given  to  mak¬ 
ing  it  a  self-service  operation. 

“Self-service  invites  theft,  but  the 
additional  sales  that  would  be  real¬ 
ized  could  more  than  offset  the 
loss,”  he  says.  “Right  now,  how¬ 
ever,  we  think  we  have  the  best 
of  both  worlds.  Because  of  how  the 
tape  is  displayed,  the  customer  has 
a  good  view  of  the  stock  and  we 
have  the  control  we  want.” 

Another  Denver  area  retailer,  U.S. 
Stereo,  also  prefers  to  display  cas¬ 
settes  in  the  counter.  Dave  Darnell, 
who  operates  two  of  the  ten  U.S. 
Stereo  stores  in  Colorado,  says  that 
heavy  traffic  poses  a  security  prob¬ 
lem  that  he  would  just  as  soon  not 
have  to  face. 

“I  don't  believe  we  would  do  all 
that  much  better  with  a  self-service 
operation,”  Darnell  says.  “We 
count  heavily  on  repeat  business  and 
encourage  brand  loyalty.  Chances 
are  once  a  customer  settles  on  a  cer¬ 
tain  brand  of  audio  or  video  tape 


Sky  City  Stores,  Ashevii|e  N 
operates  65  mass  merchandise  v 
tablishments  in  a  five-state  ar 
the  southeast.  Bruce  Robinson  y 
er  for  electronics  and  small 
iances,  stresses  self-service  as  a 
keting  must,  whether  it's  recce 
tape  or  dry  goods. 

As  a  rule,  Sky  City  stores  h 
audio  tape  displayed  on  peg 
in  two  areas  of  each  store.  One 
play  point  is  where  hi-fi  and  rec< 
ing  equipment  is  sold.  The  othe 
in  the  record  department.  A  disp 
rack  in  the  electronic  sales  a 
helps  to  attract  attention  to  t  . 
Scotch  audio  cassettes  which  ha 
been  the  number-one  seller  there  f 
years. 

Audio  tape  display  racks  ha 
worked  so  well  at  Musicsmith 
record  and  tape  store  in  North  Pal 
Beach,  FL,  that  a  third  unit  is  o~ 
order  from  3M. 

“It’s  largely  a  matter  of  impulse 
buying,”  says  store  manager  Kayleen 
Hanna.  “Displays  at  the  checkout 
counter  are  responsible  for  a  signifi¬ 
cant  number  of  sales  to  customers 
who  were  not  planning  to  buy  tape 
when  they  came  in,”  she  says.  Mu¬ 
sicsmith,  unlike  many  record 
and  tape  stores,  does  not  display  tape 
cassettes  in  a  case  behind  the  count- 

Displays  Are  Important 

Robert  Booth,  sales  representat: 
at  Olensky  Brothers,  a  hi-fi  a- 
audio-video  tape  dealer  in  Mot- 
Ala.,  definitely  concurs  about 
importance  of  product  display  * 
self-service  in  this  type  of  business. 

“It  is  all  right  there  for  the  cus 
tomer  to  choose,”  he  says,  “and  it 
is  clear  that  customers  prefer  being 
able  to  select  what  they  want,  bring 
it  to  the  counter  and  be  on  their 
way.  It  is  much  faster  and  easier  than 
waiting  for  a  clerk  and  having  to  ask 
for  what  they  want.” 

Olensky’s  free-standing  display 
racks  are  located  in  the  front  of  the 
store,  just  inside  the  checkout 
counter,  and  hold  both  types  of  re¬ 
corded  tapes. 

Mike  Duncan,  general  manager  of 
Cactus  Records  and  Tapes,  a  Hous¬ 
ton-based  retailer  with  six  stores, 
agrees. 

“It  always  is  good  business  to 
provide  customer  assistance  to  some 
degree  but  self-service  is  vital  to  our 
operation,”  Duncan  points  out. 

“Many  people  know  exactly  what 
they  want  when  they  come  in.  The 
open  displays  make  it  possible  for 
them  to  find  the  merchandise 
promptly,”  he  says.  “That  applies 
to  records  as  it  does  to  tape.  But 
it  is  also  important  that  we  will  be 
able  to  advise  shoppers  on  what  they 
should  be  looking  for  in  video  tape.” 

Duncan  says  that  the  stores’  tape 
displays  are  situated  in  accessory 
areas.  Placement  is  such  that  what¬ 
ever  pilferage  there  is  does  not  con¬ 
stitute  a  serious  problem.  He  says 
that  videocassettes,  particularly  the 
Scotch  Brand,  far  outsell  audio  tape 
but  that  the  audio  tape  volume  seem> 
Continued  on  Page  5 ' 
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promotion 


— ntinued  from  Page  *• 

>vfe  train  store  department 
in  quarterly  sessions  and 
program. "  reports  John 
'y'l  f  vvhitehoase  Marketing,  a 
distributor,  and  Cobra 
CilUZ  in-store  display  and  a 
*1  training  pl»-  HT  is  empha- 
3fr  both  its  Ultra  Phone  and  the 
^nonal  message  about  phone 
^Sship  ™  its  advertising  this 
"*v  ^atcs  Lou  Gervolino.  market- 
director.  Other  firms  planning 
'landed  coop  and  other  advenis- 
^  include  Phone-Mate  and 


G~E  Solitare  11— Circle  No.  335 
or  product  card 


U.S.  Tror  telephone— Circle  No. 
;39or  product  card 


1 


D/nascan  cordless  telephone  — 
Circle  No.  340  on  product  card 


National  Video 
adds  movie  line 

^KTLAND.  Ore. — National  Video 
bounces  it  has  become  an 
Authorized  distributor  of  the  Media 
Hume  Entertainment  line  of  video 
*K**es.  The  firm  reports  it  has  the 
enure  selection  of  Media  films  in 
for  prompt  delivery,  along 
*itri  pomt-of-purchase  materials. 


sales 


would  increase  phone 


Record- A-Call. 

Display  and  promotion  of  tele¬ 
phones  rarely  is  as  aggressive  as  for 
other  electronic  products.  Advertis¬ 
ing  generally  is  limited  to  the  yellow 
pages  of  telephone  books  and  to 
small  space  newspaper  insertions. 


A  typical  display  is  the  one  at 
Gimbel  s.  New  York  City,  where 
two  or  three  models  are  on  top  of 
glass  cases,  and  the  others  are 
inside  the  cases  or  on  shelves 
behind  the  cases. 

Commenting  on  the  need  for 


promotion.  Reichenstein  says  “A 
lot  of  people  said  this  would  be  the 
‘year  of  the  telephone.’  and  a  lot  of 
people  now  are  saying  this  hasn’t 
happened.  Well,  it  hasn’t  happened 
to  the  people  who  put  them  in  a 
glass  case  and  forgot  about  them. 
You  have  to  be  aggressive,  use  the 
sales  aids  the  manufacturers  pro¬ 
vide;  then  you  can  sell  them.  As  far 
as  the  future  is  concerned,  it  looks 
very  bright.”  ■ 

This  story  was  researched  and 
written  by  Kathleen  Lander. 


Dictograph 
presents  the 
dialer  that  isn’t. 
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Dictograph 

adds  dialer 

THORNHILL.  Ont.-D.ctograph 
Corp.  offers  "Just-A-Dialer,  a 
new  low-cost  telephone  accessory 
designed  to  provide  memory  °r 
repertory  dialing  of  frequently  called 
numbers  for  users  who  do  not 
require  the  more  sophisticated  fea¬ 
tures  of  its  Phone  Controller. 

The  Just-A-Dialer  stores  and 
automatically  dials  any  of  14  dif¬ 
ferent  phone  numbers  of  up  to 
16  digits  each  upon  pressing  a 
memory  recall  button.  Pre-pro¬ 
grammed  pauses  for  use  with  Cen¬ 
trex,  Execunet,  SPRINT,  ITT  and 
Western  Union  dialing  systems  can 
be  included.  The  unit’s  Touch-Tone 
type  dialing  outputs  may  be  used  for 
manual  dialing  in  any  of  three 
modes — tone,  fast  pulse  and  slow 
pulse— making  it  usable  with  any 
type  of  telephone  on  any  telephone 
system  worldwide. 

The  suggested  retail  price  is 

$49.95. 

Dictograph  Just-A-Dialer — Circle 
No.  484  on  product  card 


offers  speed  listening  player 


S1N  FRANCISCO — VSC  Corp.  a"; 

nounces  that  "sPeed  'fallows 

,eC"nt8brplayedryback  a,  up  .0 

££  normal 'speed  and  still  sound 
natural — is  now  available  >n  » 
portable  cassette  expected  to  reta 

'"speed  listening  was  available  up 
to  now  only  on  expensive  speec 

compressors"  sold  to  colleges  and 
other  institutional  usersat  prices 
ranging  from  $300  to  $600.  VSC 
savs  the  price  of  the  system  has 
been  reduced  by  perfection  ol  a 
special  integrated  circuit  it  has 
developed. 

The  circuit  breaks  the  sound  on  a 
tape  down  into  tiny  segments,  then 
drops  certain  segments  as  the  tape 
is  played  back.  The  signal  on  the 
tape  itself  is  not  affected.  The  faster 
the  speed  of  the  tape,  the  more 
segments  are  dropped  on  playback. 
The  result  is  speeded-up  playback 
without  the  rise  in  pitch  that 
ordinarily  gives  a  "chipmunk 
sound  to  tapes  that  are  played  at 
faster  than  normal  speed. 


Webcor  has  3  new  Zip  phones 


PLAINVIEW,  N.Y.— The  Webcor 
division  of  Leisurecraft  Products 
adds  three  new  versions — cordless, 
stand-up,  and  Zip  tone — to  its  line 
of  ZIP  telephones. 

The  cordless  Model  575  functions 
as  an  intercom  without  interfering 
with  the  telephone  line  and  has  an 
automatic  secure  mode  to  prevent 
other  nearby  cordless  telephones 
with  the  same  frequency  from  re¬ 
gistering  a  call  through  the  owner’s 


number.  It  comes  with  a  bracket 
for  wall  mounting  and  a  belt  clip 
for  carrying.  Range  is  listed  at 
700  feet,  and  the  suggested  retail 
price  is  $239.95. 

Model  737  has  the  same  features 
as  the  original  ZIP  phone  in  fu¬ 
turistic  stand-up  styling,  plus  a  mute 
button.  Price  is  $69.95. 

Webcor  telephones— Circle  No. 
485  on  product  card 


VSC  speech  controller 

VSC  hopes  that  its  new  speed¬ 
listening  recorder,  the  Model  C- 
Speech  Controller,  will  find  a  big 
market  among  college  students, 
business  people,  doctors,  lawyers, 
and  other  professionals  who  listen 
to  a  lot  of  taped  material.  People 


who  listen  to  educational,  moti 
tional,  self-improvement  and  otl 
kinds  of  prerecorded  voice  casseu 
should  also  be  interested. 

Variable  Speech  Control— Cir 
No.  486  on  product  card 


Webcor  cordless  Zip  Phone 


Soundesign  announces  travel 
clock /radio,  Model  301 1 


JERSEY  CITY,  N.J.— “Stylish  peo¬ 
ple  can  go  places  with  the  new 
3011  FM/AM  travel  radio,”  asserts 
its  manufacturer,  Soundesign.  And 
they’ll  arrive  on  time,  since  the  unit 
contains  its  own  analog  travel  clock. 
Although  its  cabinet  is  only  1  lA  inch 
deep,  the  sound  it  produces  is  big 
enough  to  satisfy  the  most  demand¬ 
ing  listener,  asserts  Soundesign. 


The  clock  runs  on  its  own  A 
battery  (not  included),  and  both  a 
alarm  unit  and  a  night  light  tha 
operates  at  the  touch  of  a  button  arv 
built  in.  The  301 1  is  IVi  inches  Ion. 
and  2-7/8  inches  high,  and  sug¬ 
gested  retail  price  is  $27.95. 

Soundesign — Circle  No.  279  on 
product  card 
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Soundesign  clock/radio 


New  Alaron  unit 

TROY,  Mich. — Alaron  introduces 
the  RY-1082,  a  new  addition  to  its 
Rhapsody  line  of  clock  radio/ tape 
players.  The  unit  features  a  cassette 
player,  an  8-track  player,  an  LED 
digital  display,  a  light-sensitive 
automatic  dimmer,  and  sleep  and 
snooze  switches.  Suggested  retail 
price  is  $99.95. 


Alaron— Circle  No.  282  on 
Product  card 
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BLUE 

BLACK 


IN  6 

FASHION- 

COORDtNATED 

COLORS 


GOLD 

WOODGRAIN 

SILVER 


MODEL  5296 

(Vertical) 


MODEL  5196 

(Horizontal) 


A  spectrum  of  colors,  coordinated  to  your 
every  mood.  Designed  for  the  fashion-conscio 

0  Horizontal  or  vertical,  ultra-slim,  fits  in  wallet  or 
credit  card  holder 

El  Complete  with  its  own,  fashion-wise,  carry  cas 
to  slip  in  a  shirt  pocket. 

FOR  MORE  INFORMATION  CONTACT: 


Dependable,  easy-to-read,  liquid  quartz,  8  digit 
display  panel. 

A  versatile  performer. .  executes  all  math 

t  f^nc  4-  -  X  -r  V  %  and  memory, 
functions:  +,  ,  A/  /  v  * 

Automatic  7  minute  battery  savins  shut-off 

feature. 


See  us 


at  the  C.E.S.  Show,  Booth  1403 


electronics 


...  r*y  INC  •  15  East  26th 

.  A  division  of  calfax, 

Circle  No.  20  on  product  card 


Street.  New  York.  N  Y.  10010  (212)  689-4424 


us  at  the  summer  CES! 

Booth  103 


BATT-A-DAPT™  puts  you  on  top  of 
the  hand-held  electronics  boom  with 
the  most  complete  battery 
eliminator  program  anywhere. 

Three  models  meet  virtually  every 
customer  need,  from  games  and  radios 
to  tape  recorders  and  toys  —  even  mobile 
use  with  a  D  C.  model.  And  colorful, 
eye-catching  graphics  tell  the  whole 
story  on  every  BATT-A-DAPT™  package 


while  building  impulse  sales.  The  easy- 
setup  display  puts  BATT-A-DAPT™  at 
your  customer’s  fingertips,  and  a  plus  in 
your  profits. 

Get  BATT-A-DAPT™  sales  lightning 
working  for  you.  From  department  store 
counter  top  to  convenience  store 
checkout,  it'll  plug  you  into  electrifying 
sales  and  profits. 


THE 

ACCESSORY 

PEOPLE. 


JNK 


Mr.  Audio  Division 


PO  Box  466  •  Oklahoma  City  OK  73101  •  TWX  25-910-831-335  •  CALL  TOLL  FREE:  1-800-654-8483 
Represented  in  Canada  by  Lectron  Radio  Sales  Ltd.,  Peterborough,  Ontario. 


Circle  No.  44  on  product  card 


now,  the  home  computer  and  word  proc 
a  industry  is  poised  to  take  off.  And  Maxen 
re  on  the  ground  floor  with  a  fu^>  Jineof 
ium  floppy  disks.  Also  consider  the  volume 
*} ''  nowered  products  now  available. 
^oaWoxe\\l  there  with  a  premium 
ry  lfne.  Both  batteries  and  dteks  with  the 
>11  name  on  them  offer  you  awesome  sale 


Decial  sales  team  dedicated  to  these  new 
terv  and  floppy  disk  opportunities.  Call  us. 
'll  introduce  you  to  the  Maxell  Special  Prod- 
s  Division.  Get  to  know  them  and  learn  just 
^  much  the  future  holds  for  you  with  these 
i  very  special  products, 
nember.  they're  from  Maxell,  a  new  name 
i've  known  for  a  long  time. 


SEE  THE  NEW  AUDIO/VISUAL 
PRESENTATIONS  AT  SUMMER  CES. 
BOOTH  #1631.  CHICAGO 


5ome  dealers  downplay  tape  disDlav 

„„nued  from  Page  4P  saltr  in  Nashville,  Tenn.  ~  Jr,<,jr 

11  Riding  steady.  A  Conn  Camera  - i  'Blank  tan*  


a  Washington, 
^otograph*  dealer  with  an 
pC*  cation,  on  the  other  hand. 
«uduV,«n  displays  as  having  little. 
pW*  dIfflPact  on  sales.  So  too.  does 
ifantri  Distributing,  a  tape  whole¬ 


saler  in  Nashville,  Tenn. 

says  >hatnup?3i'ptaysP°akreSPmeSOn 
tngless.  As  a  rule  nennL  u  mean‘ 
in  the  store  know’  exa « ly 
want  and  ask  for  it  wL7h  -hey 

Photographic,  audio’ or  vi^  the 
spokesperson  explains  ’  he 


lhe'd,l“kayacaseCatS',hr  “*  kept  in 

n-  -  'V  much  delib'ration 
over  what  brand  to  buy,”  he  savs 

One  self-service  display  ^ck  on  the 

Boor  attracied  so  little  attention  that 

U  HI1  even  kePt  stocked  anymore. 

or  years»  customers  have  come 


benefits 


here  to  buy,  not  to  shop,”  says  the 
spokesperson  for  Electra  Distribut¬ 
ing.  Perhaps  we  are  in  a  somewhat 
different  situation  than  the  typical 
retailer,  but  we  just  don’t  see  dis¬ 
plays  and  other  attention-getting 
techniques  meaning  all  that  much  to 


us. 


\\\  ySfk* 


03 


o 


c 


BMC*: 


' 


■■■ 


' 


|p  You  already  know  our  name. 

Now  see  what  we’re  doing  in  floppy  disks 

and  batteries. 


Maxell  Corporation 


maxelL 

of  America.  60  Oxford  Drive.  Moonach.e, 


N.J.  07074  (201)  440-8020 
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High-end  sales  spur  computer  market 


^  Cover  Story 

Continued  from  Page  1 
be  mass  merchandised  ($500  or 
less),  a  shortfall  in  viable  software 
makes  these  items  less  than  desire- 
able  to  consumers  looking  for 
machines  to  help  them  with  their 
evenday  needs,  dealers  say. 

According  to  Venture  Develop¬ 
ment  Corporation,  an  independent 
market  analyst,  business  users  will 
continue  to  be  the  fastest  growing 
segment  of  the  market  through 
1985.  Shipments  to  this  segment 
will  increase  by  52  percent  annually 
due  to  new  product  introductions 
and  aggresive  promotion  by  manu¬ 
facturers  and  dealers  alike.  A  large 
pan  of  these  machines’  sales  will 
fall  in  the  up-to-S10.000  market. 

Shipments  to  the  home/hobby 
category  will  grow  by  26.2  percent 
annually,  the  lowest  rate  of  any 
end-user  segment,  the  analysis  firm 
asserts.  However,  a  VDC  nation¬ 
wide  survey  of  personal  computer 
users  reveals  that  the  home  user  is 
changing  in  many  ways.  The 
“electronics  tinkerer”  of  the  past 
has  been  replaced  by  the  upscale 
professional  with  some  knowledge 
of  computers,  says  the  firm. 

Software  Is  the  Key 

Says  VDC  analyst  Karen  Horo¬ 
witz,  “There  are  three  keys  to 
selling  personal  computers,  and  all 
three  are  called  software.  Software 
is  what  provides  the  benefit  to  the 
end  user.  People  won’t  be  buying 
64K  memories,  they’ll  be  buying 
solutions  to  problems.”  A  key 
challenge  facing  manufacturers, 
says  Horowitz,  is  how  to  meet  the 
software  needs  of  different  users. 
For  many  manufacturers,  Horowitz 
feels,  this  will  be  the  major  strategic 
question  of  the  1980s. 

Horowitz  believes  the  home  mar¬ 
ket  is  strong  and  that  lower  prices 
may  increase  the  market  share  for 
this  segment.  However,  she  cau¬ 
tions,  “Oftentimes  users  become 
wary  of  a  very  low  priced  system. 
Can  something  for  $200  do  what 
they  want  it  to  do?  In  some  cases, 
yes.” 


Personal 
Computer  Shipments 

Annual  growth  rate  of  personal  coro|«wter 
shipments  by  end  user  segment,  19ou-i^ 


All  Industry 
Segments 

Business 


Education 


Engineering/ 

Science 


Home/ Hobby 


37  % 


52% 
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Source:  Venture  Development  Corporation 
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microcomputers  will  be  saturated 
and  the  really  large  future  growth 
will  come  from  the  consumer 
market. 

IRD  maintains  that  computer 
retail  stores,  “once  considered  the 
foundation  of  the  new  microcompu¬ 
ter  industry,  have  by  and  large 
failed  to  capture  the  public’s 
attention,  and  a  tremendous  shake¬ 
out  is  under  way.  Fewer  than  half 
the  stores  in  existence  will  survive 
until  1983,”  says  the  firm,  “and 
those  that  do  survive  will  only 
prosper  by  becoming,  in  essence, 
systems  houses  with  storefronts.” 

IRD  contends  existing  major 
manufacturers  of  small  business 
computers  (IBM,  DEC,  Data  Gen¬ 
eral  and  TI)  will  continue  to  domi¬ 
nate  the  small  business  software 
market  in  terms  of  total  dollar  sales, 
while  the  lower-priced  personal  com¬ 
puter  manufacturers  (Radio  Shack, 
Apple  and  Commodore)  will  be 
fighting  over  the  scraps  in  that  mar¬ 
ket  segment.  Cado,  Basic  Four.  Ap¬ 
plied  Digital  Data  Systems,  Cro- 
software  written  in  the  U.S.”  Notes 


Venture  Development’s  Horowitz. 
“The  Japanese  could  have  a  big 
effect.  A  lot  of  Japanese  companies 
will  sell  their  hardware  but  they’ve 
got  to  have  software  with  it  and  a  lot 
of  them  don’t  want  to  produce  it.” 

In  the  meantime,  dealers  report 
that  sales  of  domestic  machines 
have  increased.  Bob  Keene,  sales 


we  had  a  time  where  we  couldn- 
get  computers.  If  the  flow  had  be  1 
regular,  we’d  be  doing  100 
better  than  we  did  the  year  before 

Morgasen  attributes  his  store- 
success  to  the  strong  support  l 
receives  from  Apple  and  to  Re 
liner’s  stance  as  a  “service-tv* 
organization.  We  support  what  * 
sell,  and  we  stand  behind  „ 
Additionally,  Berliner  uses  r 
advertising  dollars  from  Apple 
broadcast  commercials  on  n, 
radio  stations  in  New  York  as  ' 
as  to  place  print  ads  in  )* 
newspapers. 

At  Berliner,  computers  are  * 
up  in  the  store  and  working,” 
Morgasen,  “because  the  best  - 
to  show  a  businessman  wha 
computer  an  actually  do  is  to  h 
him  sit  down  in  front  of  it  and 
him.” 

Market  Has  Grown 

The  Alpine  Computer  Cen 
Rockford,  Illinois,  also  has  pers 
computers  up  and  running.  s, 
computer  buyer  Cathy  Rose.  F 
computer  is  given  a  sepa^. 
location  in  the  store,  with 
applicable  software  displayed 
round  it.  Alpine  Computer  offe 
wide  range  of  machines,  inclu 
all  the  low-end  systems  v, 
prices  were  lowered.  Yet 
contends  the  pricing  changes 
not  affected  sales. 

The  1700-square-foot  store 
been  in  business  for  five  years 


Personal  computers  on  display  at  Computerland,  N.Y.C 


There  are  3  keys  to  selling  computers, 
and  all  3  are  called  software.” 

— Karen  Horowitz,  VDC 


According  to  International  Re¬ 
source  Development,  a  market 
research  and  product  planning 
group  in  Norwalk.  Connecticut,  the 
market  for  microcomputer  software 
packages  will  top  $600  million  in 
1981  and  will  reach  $2  billion  within 
tour  years.  However,  only  one  tenth 
of  these  sales  will  come  from 
home”  computer  users,  with  the 
major  strength  in  the  small  business 
and  educational  sectors.  The  com¬ 
pany  predicts  that  by  the  end  of  the 
decade,  the  business  market  for 
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menco,  Dynabyte,  Durango,  Pertec, 
Ohio  Scientific,  Vector  Graphics  and 
more  than  100  others  will  be  caught 
in  the  squeeze  and  contest  for 
smaller  shares  of  a  shrinking  pie 
the  multi-terminal  small  business 
segment. 

IRD  asserts,  “Although  many 
industry  observers  expect  to  see  a 
major  Japanese  push  into  the  U  S 
microcomputer  system  market 
there  seems  to  be  a 
agreement  that  these 
microcomputers  will 


general 
Japanese 
mostly  use 


manager.  Candid  Computers,  Simi, 
California  sees  a  “general  aware¬ 
ness  of  the  microcomputer  and 
probably  less  fear  of  the  word 
computer  as  reasons  for  their 
advance.  “The  word  ‘computer’  is  a 
scary  word.  We  used  to  sell 
er  thAn8*"4  business  systems’  rath- 
conh?LC°mpUterS’  because  ‘he 
word  S  men'al  bl0ck  with  the 

breaki„rTPU,er  1  ,hink  ‘hat's 
breaking  down  now,”  he  says. 

Success  Story 

Notes  Howard  Morea^n 
ager  of  Berliner  8  ’  man- 

Hyde  Park  New  ™puter*  New 

«ed  Apple  dealer  ^Td  aU,hor- 

far  ahead  of  when-  d  S*y  We  are 
year.  Apple  wl  h*  Were  ,ast 
at  one  timeTsunn^  *  prob,em 
because  they  hari  PP  V,ng  pr°duct 

h°w  well  they  I  e  T-  anticipa^d 
-v  were  going  to  do,  so 


Rose  has  seen  the  market  dt  -v 
from  one  based  on  hobbyists 
real  thing.  There  is  no  more 
holding.  The  hobbyists  have  reai 
done  the  pioneering.  We  set  J 
our  sales  are  not  that  gr 
the  hobby  department,  an-  _ 
course  all  the  other  coroP  ‘ 
companies  dropped  the  ho y 
They  have  found,  just  as  i 
that  it  is  more  profitable 
computer  that  is  already  n1J^  ^ 
Rose  observes  an  ‘ntJicrjUg|i 
number  of  women  passing  ^ 
her  store,  too.  In  addition  to  ^  ^ 

to  independent  businesswonn  ^ 
housewives.  Rose  reports  a  n 

of  businessmen  bring  their 
ies  through  the  store  as  fho 
for  word  processing  system*.  ^ 
Alpine  Computer  Center  i 

aggressive  stance  in  men.  .>» 
Continued  on 


\Vhy  would  you  want  to  carry  another 

lino  or  software  or  peripherals? 

Inundated? 


Mv  book  display  is  full.  I  don  t  have  room 
nr  another  software  rack.  And  I  certainly 
ran  t  afford  to  stock  any  more  peripherals 
is  this  how  you  feel!  No  extra  space  and 
no  spare  cash.  Not  only  that  but  the  com¬ 
petition  is  heating  up  and  there  aren  t 
enough  customers  to  go  around 
We  ve  certainly  heard  that  story  enough 
from  the  stores  we  call  on.  However,  we 
may  have  an  answer,  or  at  least  a  start 

Repeat  Visits  are  Vital 

Its  rare  that  a  customer  comes  into  a 
store  for  the  first  time  and  walks  out  with  a 
computer.  The  typical  customer  shops 
around— either  to  other  stores  or  through 
product  reviews  and  ads  in  magazines 
Then,  on  the  second  or  third  visit,  he  s 
ready  to  buy. 

How  do  you  make  sure  he  comes  back  to 
your  store!  Obviously,  if  you  ve  been  help¬ 
ful  and  courteous  you  have  a  better  shot 
than  if  a  sales  person  has  ignored  the 
customer,  been  condescending  or  abrupt. 

One  way  of  helping  the  customer  is 
steering  him  to  down-to-earth  product 
reviews  of  the  type  in  Creative  Computing 
magazine.  You  can  be  sure  your  customer 
won  t  be  turned  off  by  technical  jargon  or 
shallow  writing. 

Karl  Zinn  at  the  University  of  Michigan 
observes.  Creative  Computing  con¬ 
sistently  provides  value  in  articles,  product 
reviews  and  systems  comparisons  ...  in  a 
magazine  that  is  fun  to  read.  ’ 

Applications  Key  to  Selling  Computers 

Another  way  of  helping  your  customer  is 
showing  him  what  a  computer  can  do  for 
him  Of  course,  you'll  want  to  give  him  a 
demo  in  the  store.  If  you  sell  Apple  com¬ 
puters  you  might  want  to  use  the  free  demo 
disk  from  Creative  Computing  Software 
Several  store  owners  have  commented 
that  this  disk  is  the  best  they’ve  seen  for 
showing  off  the  capabilities  of  the  com¬ 
puter  m  a  wide  variety  of  applications  such 
as  education,  games  and  self-analysis. 

Since  applications  are  generally  the  key 
to  selling  a  computer,  you  II  want  to  make 
sure  your  customer  has  information  to  take 
along  with  him  on  a  wide  cross  section  of 
applications  such  as  are  found  in  every 
issue  of  Creative  Computing 
Computer  store  owners  agree  One  in 
Davenport.  Iowa  wrote,  "Its  amazing  Its 
much  more  valuable  than  most  books  on 
the  subject.” 

Speaking  of  Books 

Although  hardware-oriented  books  are 
practically  out  of  date  by  the  time  they  go  to 
the  printer,  books  about  software  and  appli¬ 
cations  have  a  much  longer  life  Take  Basic 
Computer  Games  for  example 


MoreiCBCa^Prer  Games  and  i,s  sequel 
e..  Basic  Computer  Games  have 
together  sold  over  500.000  copies  Most 
stores  carry  them  and  are  happy  to  devote 
some  shelf  space  to  best  sellers  like  these. 

owever.  a  book  like  Computers  in  Mathe¬ 
matics:  A  Sourcebook  of  Ideas  has  the 
same  special  appeal  to  educators  as  the 
games  books  have  to  home  users. 

Other  best  sellers  you  II  probably  want  to 
stock  are  the  three  volumes  of  The  Best  of 
Creative  Computing  Anyone  who's  picked 
up  a  few  copies  of  the  magazine  is  sure  to 
want  these  volumes. 

Customers  with  children  between  5  and 
13  will  be  especially  interested  in  Com¬ 
puters  For  Kids.  It  comes  in  three  editions, 
one  each  for  the  Apple.  Atari  and  TRS-80. 

There  are  ten  other  books  in  our  line 
which  you  should  certainly  consider  once 
you  are  well  stocked  with  the  nine  books 
mentioned  above  and  have  proven  to  your¬ 
self  that  they  really  sell  briskly  and  don  t 
gather  dust  on  your  shelves. 

The  Customer  is  Sold.  What  Now? 

Once  the  customer  has  purchased  a 
computer  means  he  is  now  a  customer  for 
peripherals  and  software.  Our  Peripherals 
Plus  subsidiary  distributes  five  of  the 
hottest  selling  Apple  and  Atari  peripherals. 
VersaWriter  is  a  graphics  tablet  with  a  retail 
price  of  only  $249  compared  to  over  $700 
for  its  competitors.  Not  only  is  it  less  expen¬ 
sive  but  it's  more  versatile  and  has  better 
software  than  other  graphics  systems. 

The  ALF  music  system  is  one  of  the  finest 
on  the  market.  Versions  exist  for  both  pro¬ 
fessional  musicians  and  hobbyists.  And  the 
best-selling  9-voice  Apple  board  retails  for 
only  $198. 

Other  items  carried  by  Peripherals  Plus 
include  Super  Joysticks,  Super  Paddles 
and  the  Dithertizer.  a  video  imaging  system 
for  the  Apple. 

Not  only  are  all  of  these  peripherals 
available  to  you  at  substantial  (up  to  40%) 
discounts  but  they  are  supported  by  a 
national  advertising  program  with  over  50 
full  pages  of  advertising  scheduled  in  12 
publications  in  1981. 

What  About  Software? 

Need  we  say  that  it  is  software  that  keeps 
a  customer  coming  back  again  and  again 
Sure,  some  games  are  played  over  and 
over  like  our  incredibly  successful  Super 
Invader  and  Air  Traffic  Controller .  But 
many  others  are  read  like  a  book  and  per¬ 
haps  re-read  a  few  times  before  the  novelty 
wears  off  and  the  user  is  ready  for  a  new 
challenge  We  ve  got  those  too  We  pac 

four  or  five  games  on  a  tape  or  ^buhd 
price  them  low  so  people  can  afford  to  build 

a  library  without  going  broke. 

Circle  No.  33  on  product  card 


Our  line  of  games  is  second  to  none  We 
nave  over  400  different  ones  on  100  soft¬ 
ware  packages. 

But  games  are  just  the  beginning  We 
f!so  . offer  the  complete  MECC  and 
Huntington  educational  software  lines  as 
well  as  twelve  more  packages  of  our  own 
That  s  41  educational  packages  in  all 
Add  to  that  the  only  stock  options 
analysis  package  recommended  by 
Fortune,  four  plotting/graphics  packages, 
a  solar  energy  analysis  package,  five  utili¬ 
ties  and  six  other,  packages  and  you  can 
see  we  ve  got  one  of  the  most  compre¬ 
hensive  selections  of  software  of  any 
vendor,  bar  none 
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Super  Invasion:  one  of  the  1 50  best-selling 
software  packages  from  Creative  Com¬ 
puting  Software. 

All  our  software  is  in  bright  new  packages 
for  pegboard  racks,  all  qualifies  for  a  full 
40%  dealer  discount  and  all  is  fully  guar¬ 
anteed.  Furthermore.  Creative  Computing 
Software  is  supported  by  a  major  national 
advertising  program  with  over  100  pages 
of  advertising  scheduled  in  1 5  publications 
in  1981.  Compare  this  to  any  of  our  com¬ 
petitors.  Any. 

Number  1  in  Software  and  Applications 

Creative  Computing  magazine  has  long 
been  the  leading  magazine  of  software  and 
applications.  But  we  re  far  more  than  a 
magazine.  The  entire  corporation  is  com¬ 
mitted  to  being  number  1  in  software  and 
applications  on  all  fronts— magazines, 
books,  peripherals  and  software 

That  committment  means  we'll  work  with 
you  to  make  you  successful,  it  means  fair 
prices,  it  means  generous  discounts,  it 
means  national  advertising  and  it  means 
standing  behind  what  we  sell 

Free  Dealer  Packet 

If  you  don  t  have  a  new  dealer  packet, 
write  or  call  for  one  today. 

Feeling  inundated?  You  wont  with 
Creative  Computing  and  Peripherals  Plus 
products  because  they  II  turn  around  your 
investment  so  fast  you  won  t  have  time  to 
feel  inundated 

creative 

coiapafciRg 

Attn:  Louise 
PO  Box  789  M 
Morristown,  NJ  07960 
Toll-free  800-631-8112 
(In  NJ  201-540-0445) 


High-end  sales  spur  computer  market 


the  computer.  The  store  advertises 
on  radio  and  television  but.  ac¬ 
cording  to  Rose,  the  “strongest 
response  is  through  direct  mail.” 
The  store  notifies  its  customers 
once  a  month  “what  is  new  and 
what  is  available,”  says  Rose,  and 


cated  at  a  time  when  mainframe 
computer  systems  were  the  only 
thing  to  program  with,  and  they  still 
believe  COBOL  and  FORTRAN  are 
the  only  languages  to  program  with. 
It  is  taking  alot  of  effort  to  overcome 
that  mistaken  idea.”  says  Young. 

Mitch  Mitchell,  computer  buyer 


"The  central  area  of  the  U.S.  is 
technologically  behind  the  coasts." 
— Byron  Young,  Young  Electronics 


also  offers  monthly  specials. 

“One  of  the  things  we’ve  no¬ 
ticed.”  says  Byron  Young,  Young 
Electronics.  College  Station,  Texas, 
“is  that  the  intelligence  level,  the 
computer  awareness  of  consumers 
is  growing  from  the  West  Coast  to 
the  central  states.  It  comes  in  a  little 
from  the  East  Coast,  but  the  central 
area  of  the  United  States  is 
apparently  technologically  two 
years  behind  the  coasts.  And.  even 
though  there  are  some  very  intelli¬ 
gent  people  here,  they  were  edu¬ 


for  Micro  Distributors,  Santa  Ana, 
California,  believes  a  number  of 
elements  will  soon  trigger  the 
market,  including  consumer  aware¬ 
ness,  simplification  of  the  hard¬ 
ware,  and  a  greater  availability  of 
software. 

Software  Needed 

Says  Mitchell,  “I  would  prefer  to 
think  there  is  some  relatively 
beneficial  area  for  the  computer  to 
serve  rather  than  strictly  as  an 
amusement  item.  I  would  prefer  to 


think  there  is  some  greater  good  for 
microcomputers  than  simply  Star 
Raiders.  I  don't  mean  to  imply  that 
they  don't  have  any  other  value,  but 
until  software  is  developed  to  apply 
them,  the  first  thing  that  usually 
happens,  especially  with  the  cheap¬ 
er  units,  is  that  the  machine 
becomes  more  game-slanted.’ 

Price  No  Barrier 

Mitchell  believes  lower  prices  will 
appeal  more  to  the  novice  than  to 
anyone  else,  but  cautions,  “If  you 
decide  to  get  into  golfing,  whether  a 
set  of  clubs  costs  either  $250  or 
$300  is  not  going  to  affect  whether 
you  go  in  or  not.  I  really  think  if  a 
consumer  is  determined  to  buy  a 
computer,  the  difference  between 
$3,000  and  $2,500  is  not  going  to 
make  it  or  break  it.  You  either 
decide  you’re  going  to  do  it  or  you 


don’t.”  says  Mitchell. 

The  distributor  continues,  ”Th' 
guy  who  is  really  going  to  be  enticed 
by  the  lower  price  is  the  real 
unannointed  consumer,  and  1  think 
he  is  going  to  be  enticed  into  the 
market  in  a  couple  of  years— but  not 
today.” 

Countering  claims  by  some  re¬ 
tailers  that  lower  prices  have  been  a 
hindrance  because  they  have 
“cheapened”  the  image  of  th* 
product,  Mitchell  concludes,  “Som 
retailers  may  find  the  image 
cheapened,  but  when  I  tell  a  retailed 
I’m  dealing  with  the  price  of  the 
product  he  paid  $2,000  for  ias, 
month  is  now  down  to  $1,600.  h 
doesn’t  feel  that  I’m 
him.” 

This  story  was  researched  ana 
written  hy  Bob  Citelli. 


cheapening 

■ 


"The  difference  between  $3,000  and 
$2,500  is  not  going  to  make  it  or  break 
it.”— Mitch  Mitchell,  Micro  Distributors 


Bally  Arcade  System— Circle 
No.  328  on  product  card 


Apple  III  System— Circle  No.  329 
on  product  card 


Mattel  Intellivision,  with  game 
module  nested  in  top  of  com¬ 
puter  keyboard  unit.  Circle  No. 
326  on  product  card 


Tl  computer  and  software 
Circle  No.  331  on  product  ca 


Atari’s  Accountant  Syster 
Circle  No.  330  on  product  ca 


Commodore  VIC  20-Circle  No.  327 
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most  creative^^^^^^^^^^^ 

Creative  Game  of  iQftn-Smith’  left>  receives  the  first  anr 
at  Creative  Comni.tioi  award  fronn  George  Blank,  editori 
Deathlon,  a  game  reronM13®32'06*  Smith  is  the  author  c 
presented  by  the  cone:  y  introduced  by  Microsoft  The 
Coast  Computer  Faire 6r  ma9azine  in  San  Francisco  a 


A*l °n  distribution  network  goes  nationwide 


wUH.  Calif.-Axlon  Inc. 
:l  NN  <  ,he  addition  of  four  new 
to  complete  the  nation- 
of  the  company  s 

^VVaM  memory  modules. 

to  High  Technology. 

1"  adt1  Vlo  •  Byte  Industries, 
^rissant.  Mo.. 


Hayward.  Calif.;  Micro  Distribu- 
tors.  Rockville.  Md.;  Makomp, 
Miami.  Fla.;  and  F.A.  Components. 
Fresh  Meadows.  N.Y.,  have  joined 
the  Axlon  distributor  group. 

The  memory  module  enables 
Atari  computer  owners  to  expand 


the  memory  capacity  of  their 
computers.  The  Atari  400  can  be 
upgraded  to  32K  RAM  and  the 
Atari  800  up  to  48K  RAM. 
Reportedly  this  expansion  allows 
the  400  to  perform  all  functions  of  a 
32 K  Atari  800  system.  It  also 


enables  the  400  to  operate  periph¬ 
eral  equipment  such  as  disk  drives 
and  printers. 

Axlon  Incorporated  was  founded 
in  early  1980  to  design  and  manu¬ 
facture  products  to  enhance  the 
performance  of  personal  computers. 


Big  beautiful  TV.  Big  beautiful  profits. 


The  projection  TV  your  customers  have  been 
waiting  for!  Doors  closed,  it's  beautiful  furniture 
that  takes  little  more  floor  space  than  some  TV 
consoles. 

Doors  open,  it's  a  bright,  giant-screen  45 " diagonal 
color  TV  that  fills  the  room  with  excitement 
Loaded  with  features  that  sell! 


105  channels.  35  ready  for  cable  TV.  Compact, 
computerized  multi-function,  remote  control 
tuning.  Stereo  capability  with  4  speakers  and 
2  separate  amplifiers,  for  use  with  existing  stereo 
audio  equipment.  And  much  more  Big  mark-up' 
Big  profit1 

Thats  fantastic'  Thats  Quasar! 


Component  style,  compo¬ 
nent  features  integrated 
into  one  high-pertormance 
stereo  system 


I V  Pictures  Simulated 


Microwave  Convection  Oven 
that  bakes  and  browns 
With  3  separate  functions, 
it  s  like  3  ovens  in  one 


Compact,  lightweight  Video 
Color  Sound  Camera  and 

Videotape  Becordei 
Instant  replay,  special 
effects. 


Ultra-modern  25-inch  diag 
onal  color  TV  with  softly- 
rounded  top  1 05  channel 
remote  control  tuning 


Quasar. 

DhrUton  0» 


World  s  most  compact  7 
diag  TV  and  AM  FM  radio 
goes  wnere  you  go  Runs 
on  AC.  DC  or  ordinary 
0-cell  batteries 

Franklin  Park.  Illinois  60131. 

MUUuWvU  Ltocu*  Co»P©n»lion  of  Anwncs 
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Avalon  Hill 

BALTIMORE— The  Avalon  Hill 
Game  Company,  a  leading  designer 
of  adventure  games,  presents  an 
entire  range  of  packaged  strategy 
games  to  he  played  on  home 
computers. 

Each  game  comes  handsomely 
packaged,  complete  with  loading 
and  playing  instructions,  along  with 
software  that  fits  a  number  of  home 
computers.  Reportedly,  there  is  no 
need  to  specify  home  computer  type 
when  ordering. 

Computer  Acquire  is  a  software 
version  of  the  classic  board  game  of 
the  same  name  in  which  the  object 
is  to  become  the  wealthiest  person 
in  a  game  of  hotel  acquisitions  and 
mergers.  It  requires  16K  on  the 
TRS-80.  Apple  II  and  Pet.  The  game 
retails  for  S20. 

Conflict  2500  is  a  science  fiction 
game  that  pits  the  earth  defender 
against  marauding  planet  pul¬ 
verizers.  This  solitaire-onlv  game  is 
readv  to  run  on  the  TRS-80  Level  II 
with  48K  memory,  Apple  II  with 
32K.  and  Pet  with  32K.  It  retails  for 
S15. 

Lords  of  Karma  is  more  like  a 
puzzle.  The  “player’’  finds  himself 
in  a  mythical,  magical  city  and  is 
required  to  perform  as  many  deeds 


offers  new  home  computer  games 


of  kindness  and  bravery  as  possible. 
Strictly  for  solitaire,  the  game 
comes  complete  with  rules  and  the 
software  for  the  TRS-80  Level  II,  the 
Apple  II  and  the  Pet.  It  retails  for 
$20. 

Planet  Miners  gives  one  to  four 
players  a  chance  to  compete  against 
each  other  and  the  computer.  The 
object  is  to  stake  valuable  mining 
claims  in  a  science  fiction  game  set 
in  the  year  2050.  It  can  be  used  with 
the  TRS-80  Level  II  with  16K 
memory,  the  Apple  II  with  Apple¬ 
soft  BASIC  16K  memory  beyond 
BASIC,  and  the  Pet  with  16K 
memory.  It  retails  for  $15. 

Other  games  currently  available 
from  Avalon  Hill’s  Microcomputer 
Games  division  include  B-l  Nuclear 
Bomber.  Midway  Campaign.  North 
Atlantic  Convoy  Raider,  Nukewar 
and  4003.  Each  can  be  played  on 
either  the  Apple,  TRS-80  or  Pet 
personal  computers  and  each  retails 
for  $15. 

Computer  Acquire— Circle  No 

162  on  product  card 
Conflict  2500— Circle  No.  163 
Lords  of  Karma— Circle  No.  164 
Planet  Miners— Circle  No.  165 
Other  games— Circle  No.  166 


Increases  TRS-80  software  line 


PETERBOROUGH,  N.H.— Instant 
Software  introduces  three  sophisti¬ 
cated  new  packages  for  the  Radio 
Shack  TRS-80  Level  II  16K  micro¬ 
computer.  They  are  Kid’s  Gallery,  a 
five-in-one  game  collection;  House 
of  Thirty  Gables,  billed  as  “one  of 
the  best  adventure  games  yet.”  and 
Mathmaster,  a  program  that  fea¬ 
tures  state-of-the-art  graphics  and 
takes  the  pain  out  of  the  funda¬ 
mentals  of  learning  arithmetic. 

The  Kid’s  Gallery  package  in¬ 
cludes  a  3D  Tic-Tac-Toe  game  with 
four  skill  levels,  a  haunted  house 
adventure  game  with  sophisticated 
graphics,  a  fast-draw  shootout 
game,  a  frogs-and-flies  reflex 
game,  and  a  one-armed  bandit 
that’s  just  like  Vegas. 

House  of  Thirty  Gables  and 
Mathmaster  will  run  both  on  the 
TRS-80  II  and  the  new  Model  III 
micro.  Instant  Software  says.  House 
ol  Thirty  Gables  is  “very  sophisti¬ 
cated  and  extremely  addictive,”  the 
company  adds,  and  it  says  that 
Mathmaster  can  be  used  by  any 
parent  “to  make  fun  out  of  learning 
addition,  subtraction,  multiplica¬ 
tion,  division  and  fractions.” 

The  Peterborough.  N.H. -based 
firm  also  announces  the  release  of 
Find  It  Quick,  a  fast,  reliable, 
subject-oriented  information  re¬ 
trieval  system. 

Reportedly,  Find  It  Quick  is 
ideallj  suited  tor  doctors,  lawyers, 
'-ngineers.  businessmen,  educators, 
anc*  anyone  else  who  might  need  a 


fast,  efficient  way  to  locate  informa¬ 
tion.  The  system  can  be  used  by 
anyone  with  a  TRS-80  Disk  micro¬ 
computer  system. 

Chessmate  80  is  an  intelligent 
chess  program  designed  for  the 
Model  I  TRS80  tape  system  and  disk 
system.  This  versatile  chess  master 
features  a  choice  of  10  levels  of  play 
from  “Blitz”,  where  the  computer 
has  three  seconds  to  move,  to 
“Infinity,”  in  which  the  computer 
considers  every  conceivable  play. 
The  program  is  a  conservative  chess 
player  and  follows  all  the  accepted 
rules  of  international  play. 

Astrology  is  a  disk-based  com¬ 
puter  program  written  by  one  of  the 
foremost  authorities  on  astrology, 
says  Instant  Software.  Suitable  for 
use  on  the  Apple  II,  the  program 
caclulates  and  displays  a  map  of  the 
sky  as  it  was  on  the  day  of  the  user’s 
birth,  illustrating  the  positions  of 
the  heavenly  bodies  in  relation  to 
the  twelve  houses  and  the  signs 
through  w  hich  they  pass.  For  those 
who  believe  that  celestial  bodies 
influence  human  affairs,  the  pro¬ 
gram  uses  the  Koch  system  of 
house  apportionment . 

Kid’s  Gallery— Circle  No.  171  on 
product  card 

House  of  Thirty  Gables— Circle 
No.  172 

Mathmaster— Circle  No.  173 
Find-lt  Quick— Circle  No.  174 
Chessmate— Circle  No.  175 
Astrology— Circle  No.  176 


Automated  Simulations  unveils 
Epyx  games  for  Atari  800 


MOUNTAIN  VIEW,  Calif.— Auto¬ 
mated  Simulations  offers  three 
Epyx  games  for  the  Atari  800. 

The  games,  Invasion  Orion,  the 
Datestones  of  Ryn  and  Rescue  at 
Rigel,  are  available  for  the  Apple, 
TRS-80  and  Pet  computers. 

Invasion  Orion  is  a  tactical  space 
game.  Datestones  of  Ryn  has  the 
player  attempting  to  recover  the 
stolen  Datestones  of  the  ducal 
calendar  of  Ryn  from  within  a  maze. 
Rescue  at  Rigel  is  a  science  fiction 


role-playing  game  in  which  the 
player  has  60  minutes  to  find  10 
humans  held  captive  somewhere 
inside  an  alien  moonbase. 

Automated  Simulations  also  plans 
to  introduce  other  Epyx  games  for 
the  Atari  in  the  coming  months.  The 
three  current  games  are  available 
on  cassette  for  the  Atari  800  with 
32 K  RAM. 

Atari  800  Games— Circle  No. 

227  on  product  card 


Tab  Books  creates  book  club  for 
growing  home  computer  marketplace 


BLUE  RIDGE  SUMMIT,  Penn. — 
Tab  Books  announces  creation  of 
the  Computer  Book  Club,  aimed  at 
home  computerists,  computer  hob¬ 
byists,  and  small  to  medium-size 
business  computer  users.  Tab  calls 
the  venture  “the  first  club  to  offer 
both  books  and  other  related 
software  exclusively  for  the  home, 
hobby  and  business  market.” 

More  than  60  books  will  make  up 
the  club  s  initial  ottering,  including 
titles  targeted  to  all  levels  of 
personal  computer  experience  and 
interests,  encompassing  hardware 
software,  applications,  and  theory.’ 


Members  will  receive  bonus  bene¬ 
fits  including  discounts  on  software 
packages,  games,  cassettes,  discs, 
book  dividends,  and  other  incen 
tives,  the  firm  adds. 

Tab  says  it  plans  an  extensive 
advertising  campaign  for  the  club  m 
major  computer,  electronics  am 
science  news  publications.  The  a 
thrust  is  expected  to  reach  an 
audience  of  more  than  8.5  mil11'' 
during  the  first  year,  the  publish 1 
claims. 

Tab  Books — Circle  No.  233  v 
product  card 
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Microconnection  is  a  direct-connect  modem 


Direct-connect  modem  can 
interface  telephone  lines 


REDMOND.  Wash.— Microperi- 

heral  introduces  Microconnection, 
a  direct-connect  modem  for  inter¬ 
facing  personal  computers  to  tele¬ 
phone  lines. 

“Direct  connection  eliminates  the 
need  for  noisy  and  unreliable 
acoustic-coupled  modems,''  the 
company  explains.  The  new  device 
is  available  in  three  models:  one  for 
the  Atari  400  800,  one  for  the  Radio 
Shack  Color  Computer,  and  one  for 
the  Radio  Shack  TRS-80  Model  III. 

All  three  units  are  Bell  103- 
compatible.  and  each  operates  at 
300  baud  in  both  the  originate  and 
answer  modes.  The  Microconnec¬ 
tion  allows  the  computer-owner  to 
communicate  with  other  computers 
and  to  use  data  services  and  public 
access  bulletin  boards. 


The  unit  designed  for  the  Atari 
400/800  does  not  require  the  use  of 
the  Atari  850  parallel/serial  inter¬ 
face  unit.  The  modem  is  designed  to 
be  connected  to  the  computer’s 
console  data  port  and  comes 
supplied  with  software  for  300-baud 
data  input-output. 

The  Microconnection  for  the 
TRS-80  Model  III  can  be  used  with 
all  RS232-equipped  models  from 
Level  1,  4K  to  Level  II,  48K  disc 
systems.  A  dumb  terminal  is 
supplied  with  the  modem,  and  a 
smart  terminal  that  permits  transfer 
of  programs  and  data  is  available 
for  both  disc-based  and  cassette- 
based  systems. 

Microconnection  Modems— 

Circle  No.  151  on  product  card 


BASF  unveils  Fie xy Discs 


BEDFORD  Mass.— BASF  intro- 
dsce*  Headcleaning  FlexyDiscs 
"hich  can  clean  read/write  heads 
on  diskette  drives  in  just  60  seconds 
without  the  mess  and  bother  of 
chemical  solvents  or  liquid.” 

To  use  the  FlexyDisc,  you  simply 
n  it  into  your  disc  drive  and 
activate  the  unit  for  about  a  minute. 

ach  FlexyDisc  can  be  used  up  to  30 
times. 

The  diskettes,  available  in  both 


5% -inch  and  8-inch  sizes,  are  for 
use  on  single-sided  flexible  disc 
drives  only.  They  are  packaged 
three  to  a  plastic  “Library  Box,” 
with  complete  instructions  for  use 
and  handy  check-off  boxes  to  keep 
track  of  diskette  use.  Suggested 
retail  price  is  $45  per  three-disc 
case. 


BASF  FlexyDiscs— Circle 
152  on  product  card 
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maZT1  ComPuters  Handbook 
nakes  computers  simple 

puters  Handbook.  ° 

The  volume  deals  with  all  th* 

stored  anA  h°W  ,nformabon  is 

sss 

book  also  offers  a  complete  dis- 


ssion  of  the  microprocessor. 

I  he  Personal  Computers  Hand¬ 
book  is  authored  by  Walter  H. 
Buchsbaum,  director  of  the  Bio¬ 
medical  Engineering  Department. 
Brookdale  Hospital  Medical  Center, 
Brooklyn,  N.Y.,  reports  the  pub¬ 
lisher. 


Personel  Computers  Handbook 

Circle  No.  218  on  product 
card 


headcleaning  FlexyDiscs 


We  do  Games, 
not  Windows! 

That’s  all  we  do! 

We  re  specialists  in  an  age  of  specialization! 

In  fact,  we  have  the  highest  share  of  “best  game 
awards  among  all  game  publishers. 

We  also  have  the  highest  regard  for  the  gaming 
potential  of  home  computers.  That’s  why  we’ve  created 
a  new  company:  Microcomputer  Garnet,  Inc. 

No,  they  don’t  do  small  windows! 

They  do  games  even  Avalon  Hill  can’t  do.  Games 
played  against  home  computers  programmed  to 
outthink,  outsmart,  and  out-maneuver  anyone  within 
cussing  distance. 


Each  earr^^^scomplete  with  rules  arid  software  for 

.Ifpilr  "0"“ ' 

Apple  II®.  TRS-80  ,  and  PET  . 

All  available  NOW  .  .  .  wr>«  for  fuU-color  catalog 

microcomputer  games ' 

a  rbJH  -o—  °-'CR0C0MP^A“ 

The  Avalon  Hill  Game  Company 

4*  Harford  Road,  BaUmore,  MD  212,4 

Circle  No.  35  on  product  card 


Charles  Mann  has  new  software  for  Apple  and  Tl  computers 


VUCCA  VALLEY,  Calif.  Charles 
Mann  £  Associates  introduces  a 
number  of  software  packages  de¬ 
signed  for  the  Apple  and  Texas 
Instruments  personal  computers. 

A  new  job  cost,  general  ledger 
and  payroll  system  for  the  Apple  is 
offered.  Dubbed  the  Job  Cost 
Accounting  System,  the  package 
includes  an  integrated  general 
ledger  and  payroll  system  with 
automatic  posting  to  job  cost 
subsidiary  ledger  accounts.  Also 
included  are  a  full-featured  text 
processor  and  report  generator  for 
bid  preparation,  special  form  pre¬ 
paration.  and  annual  report  genera¬ 
tion. 

The  svstem  allows  the  definition 


of  up  to  1.000  general  ledger 
accounts  and  up  to  09  job  cost 
accounts.  The  transactions-orientcd 
system  allows  for  the  approvable  of 
payables  for  automatic  posting  to 
the  general  ledger  and  individual 
job  accounts.  It  requires  an  Apple 
II.  Apple  Plus  or  Apple  111  computer 
with  48K  of  RAM.  two  disk  drives, 
and  a  130-column  printer.  The 
package  is  also  available  tor 
$459.95. 

Charles  Mann  also  offers  a  new 
professional  applications  package 
for  the  medical  profession  called 
Medirec. 

The  Mederic  system  is  a  total 
medical  history  and  report  prepara¬ 
tion  system.  The  professional  using 


formT' enter"  pCient  and  family 

prepare  referral  requests,  patient 
history  summaries,  and  make  «<- 
ral  reports.  It  requires  a  4»K  Apple 
11.  Apple  II  Plus  or  Apple  HI,  an 
80-column  printer,  and  two  disk 
drives.  The  system  is  available 
an  introductory  price  of  *199.v:>. 

Payroll  1  is  a  new  payroll  system 
for  the  TI  99/4.  It  allows  smal 
businesses  with  fewer  than  100 
emplovees  to  operate  a  full  weekly, 
bi-weekly,  semi-monthly  or  monthly 
payroll  system.  The  system  auto¬ 
matically  calculates  and  records  all 
federal  taxes  and  F1CA,  plus  three 


State 


user  formulated  fields  for 
taxes,  insurance,  union  dues.  etl 
The  system  can  handle  salaried 
commissioned,  and  hourly  cmp|,n 
ees.  The  hourly  element  allows  an 
unlimited  number  of  rates  an'| 
classifications. 

The  system  requires  a  single  <ijS|, 
drive,  a  small  micro  printer,  p 
tended  Basic  and  a  16k  CPU  [. 
is  also  available  for  single-disk 
Apple  II  or  Apple  II  Plus  com 
puters  with  Applesoft  and  32k  0| 
RAM  for  $199.95. 


Job  Cost— Circle  No.  269 
product  card 
Medirec— Circle  No.  270 
Payroll  I — Circle  No.  271 
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Amdek  introduces  2  monitors 


ARLINGTON  HEIGHTS,  III.— Am¬ 
dek  Corp.  introduces  two  TV 
monitors  suitable  for  use  with 
personal  computers. 

Video  1000  is  a  12-inch  black-and- 
white  video  monitor  with  a  video 
band  width  of  12MHz.  Housed  in  a 
lightweight  cabinet  with  built-in 
handle,  the  monitor  features  solid- 
state  circuitry  for  stable  and  sharp 
pictures.  Its  full  compatibility  en¬ 
ables  it  to  plug  into  a  wide  range  of 
computer  systems,  including  Atari. 
Apple.  Radio  Shack,  Ohio  Scientific 
and  Exidy.  Adjustments  for  height, 
vertical  linearity  and  width  control 
are  located  on  a  rear  panel. 

The  Amdek  13-inch  Color  Video 


Monitor  is  said  to  offer  clear, 
vibrant  colors  that  enhance  com¬ 
puter  graphics  for  business  uses 
such  as  plotting  graphs  and  charts, 
or  even  personal  entertainment 
needs  like  computer  games  and 
simulations.  Its  low  resolution 
display  is  40  characters  wide  by  24 
characters  deep,  with  260  horizontal 
lines  and  300  vertical  lines.  A 
built-in  speaker  with  volume  control 
allows  for  use  of  audio  when 
desired. 

Video  100— Circle  No.  239  on 
product  card 

Color  Video  Monitor— Circle  No. 
240 


Your  computer  can  talk  to  you 
with  Votrax  voice  synthesizer 


TROY,  Mich. — Votrax,  a  pioneer  in 
electronic  speech  synthesis,  unveils 
a  new  low-cost  text-to-speech 
synthesizer  that  “allows  a  hobby¬ 
ist’s  personal  computer  to  talk  back 
to  him  in  highly  intelligible  English 
words  and  phrases.” 

The  unit,  called  Type-’N-Talk, 
carries  a  suggested  retail  price  of 
only  $345. 

With  Type-’N-Talk,  says  Votrax, 

Words  can  be  spoken  simultane¬ 
ously  as  they  are  typed,  or 
Type-  N-Talk’s  750-character  buffer 
will  hold  the  words  until  the  user 
prompts  the  computer  to  speak 
them  in  phrases  or  sentences.” 

“The  computer,”  the  company 
adds,  “can  verbally  take  the  user 


through  a  complex  routine,  prompt¬ 
ing  him  through  a  financial  or 
accounting  process,  for  example. 
Used  as  a  teaching  aid.  it  can  tell 
students  when  and  why  they 
correctly  answered  a  question  or 
performed  a  function.  With  com¬ 
puter-based  games  it  can  be 
programmed  to  respond  with  amus¬ 
ing  comments,  reminders,  threats 
of  danger,  or  praise.  Even  the 
smallest  computer  can  execute 
programs  and  speech  simultaneous¬ 
ly  because  Type-’N-Talk  does  not 
require  the  use  of  a  host  computer’s 
memory  to  produce  speech.” 

Type-’N-Talk— Circle  No.  480 
product  card 


Votrax  Type-’N-Talk  voice  synthesizer 
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New  graphics  tablet  expands 
capability  of  HP  Series  80 


PALO  ALTO,  Calif.  — Hewlett 
Packard  reports  its  HP  9111 
Graphics  Tablet  hardware  and 
software  is  now  available  in  a  form 
that  is  compatible  with  HP  Series  80 
personal  computers. 

“The  addition  of  the  Graphics 
Tablet  to  the  HP  Series  80 
peripherals  lets  us  offer  a  complete 
one-vendor  solution  to  the  growing 
need  for  business  and  technical 
graphics,”  says  Bill  Loeber,  prod¬ 
uct  manager  for  the  unit. 

The  9111  graphics  system,  Loe¬ 
ber  explains,  comes  with  software 


that  makes  it  easy  to  trace  an 
digitize  existing  designs  or  logos.  < 
create  new  designs,  and  to  measur 
areas  and  lengths  of  lines  direct 
off  maps  or  charts.  The  user  ma 
analyze  digitized  data  using  tb 
HP  Series  80  statistics  pac,  h 
added,  and  may  plot  out  the  resui 
on  an  HP  7225B  Graphics  Plotter 
Suggested  retail  price  of  the  H 
9111  Graphics  Tablet  is  $2.0" 
Loeber  said. 

HP  9111  Graphics  Tablet- 
Circle  No.  190  on  product  ca 


Hewlett-Packard  Graphics  Tablet 


Zgrass  keyboard  for 

COLUMBUS  Oh  \ . 
makes  availabe  t|,eASi'0,ls'0" 
computer  keyboard.  Zgrass -32 

ArIX “marketed*  by' a*/  •^"y 

contains  additional  6  ,m><*u*c  also 
_  ;J  "<•  additional 


Bally  A  rcade 

(i  ^  r 

RAM  gives  the  user  more  sPja 
creating  and  storing  long*’1  J’‘  . 
grams,  while  the  extra  24k  v 
offers  powerful  system  s°h"  . 
that  makes  this  the  c“1' 
computer  to  use,”  says  the  h"11 


Zgrass  computer — Circle 
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Dragon  Fire  is  a  trademark 
of  Level  10.  Level- 10  is  a 
trademark  of  Dakjn5  Corp. 
Apple  is  a  trademark  of 
Apple  Computer  Inc. 


almadon  is  no  ordinary  creature,  Fables 
describe  him  as  a  nightmare  made  flesh. 
His  dungeon  is  ten  (10)  levels  deep  and 
filled  with  hideous  creatures. 

They  dwell  within  the  maze  of  caverns  for  only  one 
reason:  to  keep  you  from  reaching  the 
Dragon  and  his  wealth.  There  is  no  maP 
The  levels  and  rooms  seem  to  re 
arrange  themselves  at  will. 

3>  As  you  battle  your  way  deeper  .nto^e 
dungeons  you  find  keys  to  the  Great 
Ck  Dragon  s  lair.  But  which  one  is  the 

magic  key? 

^  Remember  you  cannot  take  the  wealth  from 


Salmadon  s  lair  without  slaying  him  and  you  cannot 
slay  the  great  dragon  without  one  of  the  right  keys. 

Draaon  Fire  is  an  intricate  strategy  adventure  with 
monsters  guarding  over  150  drfferent  treasures. 

The  random  generation  of  the  rooms  and  mazes 
makes  each  game  unique.  It  can  be  played  on  a 
Tdor  or  black  and  white  monitor.  It  includes  sound. 
h°res  graph, cs  and  a  save  the  adventure  feature. 

Draaon  Fire  is  written  in  Integer  Basic  for  the 
Dragon  nrc  p|us  ^  (  djsk  dnve  and 

aftK  RAM  Contact  your  local  computer  store,  hobby 
t  ct  Level-1 0.  a  division  of  Dakin5 
CorpwatioaffcsfOffice  Boa  21 187.  Denver. 

Colorado  80221.  ^ 
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-W  are  releases  Algebra  1  diskette  -  “ 

tJSTJSz’Z  5ST14K- £\Sr  Pr°gram 

i  ronnrtedlv  the  Algebra  e  complete  says  the  r.r«,  U\  are  products.  I  thP 


'  PA«K  Calif.  Edu- 

C^fLices  announces  the 
W***  V  Algebra  1 .  reportedly  the 
Jence  of  five  computer- 
fr* m  a,  i^rructional  systems. 
*****  ns  designed  specifically 
%  learners  gain  and  use 
r  mental  tools  and  concepts  in 


beginning  algebra.  Each  diskette 
Whtch  comprises  the  complete 
Algebra  system  stands  complete  W 
independent  „f  the 

skills  are  fully  mastered  in  one 
addmonal  units  may  be  purchased.' 

Algebra  I  possesses  the  qualitv 
instructional  design  which  dis 


tinguishes  all  Edu  Wa  ^ 
says  the  firm.  New  feat  products< 
total  color  high-resdut^  ,ndude 

^Play.  upper/lower  c ™e  Tex^i" 
maximum  clarity  1nd  n  l  for 

£SG 


prototype."1  a"d  ins,ruc1io"al 

anHheaflvr°8ram  recluires  3.3  DOS 
$39%8K  App1esoft’  h  ,ists  for 

Algebra  1 —Circle  No.  158  on 
product  card 


Learning 


aids  take  off  with  electronics 
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Cover  Story 


Cortmued  troth  Page  1 

10."  million  units  sold, 
representing  increases  of  81  and  42 
percent  respectively.  (These  num¬ 
bers  are  recently  revised  and  differ 
from  previously  published  repons.) 
The  average  price  of  the  units, 
asserts  NPD.  is  S16.2".  It  should  be 
noted,  rhough.  that  this  number 
rakes  inr.  account  the  huge  amount 
of  softw  are  sold  to  supplement  basic- 
units.  which  retail  for  much  higher 
tickets. 

While  technology  has  added  the 
missing  element  of  fun.  parental 
concern  with  the  state  of  this 
nation’s  school  system  is  also 
viewed  as  a  significant  reason  for 
learning  aids'  meteoric  rise. 

New  Product  Categon 

Says  Bob  Hoeger.  senior  buyer 
for  the  52-unit  Toy  World  chain, 
Burbank.  Calif..  ‘  There  is  a  very 
deep  concern  on  the  part  of  the 
consumer  today  about  the  education 
they’re  gening  in  the  schools.” 
Phillip  Bloom,  senior  rice  president, 
eeneral  merchandise  manager  for 


Unisonic's  TaikBack  Talking 
Computer — Circle  No.  341  on 
product  card 

the  110  Circus  World  stores 
headquartered  in  Taylor.  Mich., 
adds:  “Years  ago  there  really 
wasn’t  any  product  in  this  category. 
Today,  it's  a  combination  of  good 
product,  fun,  uniqueness  and 
enjoyment  bv  the  children  who  are 
using  these  devices.  They  like  to  do 
it.  The  learning  just  happens  to  be 
there.  But  to  them  it’s  not  a 
learning  aid;  it’s  a  toy.  I  think  the 
market  recognizes  that  now.  The 
products  that  used  to  be  were 
boring.  Learning  aids  consisted  of 
puzzles,  map  puzzles,  and  perhaps 
some  flash  cards.  It  was  just  an 
extension  of  school.  This  is  not  the 


electronic  technology  rea|l>  im 
presses  the  parents  more  than 
children.  While  science  aids  in  the 
sale,  it’s  not  the  main  cause,  he 

feels.  .  „ 

“The  kids  of  today  are  growing 
up  with  technology  that  is  unique 
and  innovative  to  their  parents  but 


Genie  from 
No.  342 


to  the  child  is  the  norm.”  says 
Criona.  “My  kids  think  nothing  of 
flipping  on  the  TV’  or  a  videotape 
recorder  or  a  cartridge-type  game 
that  plugs  into  a  set.  or  watching  a 
movie  that  comes  over  from  a 
satellite  miles  above  the  earth; 
that’s  the  norm  for  them." 

More  Growth  Seen 

Coleco  vice  president,  marketing 
Michael  Katz  stresses  that  “the 
play  has  to  be  emphasized  as  much 
as  learning.  It  has  to  be  fun  for  the 
kids  tu  enjoy  and  ask  for  these  kinds 
of  products.  Electronics  was  a  real 
plus.  The  magic  of  electronics  made 
some  of  these  learning  exercises  fun 
for  the  kids  because  they  like  the 
bunons,  the  sounds,  the  electronic 
response.  Our  philosophy  is  keep 
the  ‘play’  in  ‘play  and  learn’  as  a 
very  prominent  thing.  Make  sure 
you’re  still  selling  fun  to  the  kids, 
play  to  the  kids.  I  think  electronics 
have  provided  the  opportunity  To 
make  these  items  fun  for  the  kids, 
whereas  in  the  past,  things  like 
flash  cards  and  basic  board  games 
That  were  educational  weren’t  that 
much  fun.” 

“The  reason  we  feel  the  ’80s  will 
be  a  big  opportunity  for  the 
category,  and  for  Mattel,”  says 
that  firm’s  director  of  marketing, 
new  ventures,  Gerry  Fried,  “is  be¬ 
cause  parents  have  created  a  new 
awareness.  It  is  an  awareness  of  edu¬ 
cation.  .Almost  any  paper  you  picked 
up  this  fall  talked  about  teachers’ 
strikes,  busing,  budget  cutbacks.  It’s 
something  that’s  a  real  focus  of 


The  products  that  used  to  be  were 

boring.  This  is  not  the  case  anymore.” 
—Phillip  Bloom,  Circus  World 


case  anymore.  Now  we  have 
electronic  games,  and  learning  just 
happens  to  go  along  with  them.” 

Notes  Dimitri  Criona.  product 
manager.  Entex  Industries:  “Tradi- 
' ionally,  educational  toys  have  not 
marketed.  When  you  said  educa- 
^onal,’  there  was  a  problem.” 
Cnona  believes,  however,  that 


attention  right  now  ,  and  parents  are 
recognizing  the  impact  that  it’s  having 
on  the  kids.  Subjects  are  getting  cut, 
teacher-to-student  ratios  are 


tn- 
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creasing,  and  all  of  these  things,  we 
feel,  are  very  positive  in  creating  an 
interest  in  what  kind  of  aid  can  be 
given  to  children,  w  hat  can  be  done 
to  help  them  at  home.  We  think  it’s 


hat  kind  <*f  attention  to  the  area 

that's  going  >»  *lkm  "  g 
the  ’80s.’ 

‘Fun  Learning  t  enters 

Fried  acknowledges.  'VcI^. 

„  out  and  encouraging  our 
g  g  7.  in  all  the  various  classes 

customers  nal  'M  ,„eir 

of  trade  to  estapns" 
retail  stores  what  we  would  call 


some  higher  priced  learning 
wifi  sell.  Says  Alco  Discou0t  Sir**' 
senior  buyer  John  Zutavern  ^ 
think  we  had  to  break  that 
barrier,  and  we  have.  Speak  &  <T  * 
sold  well  when  it 
introduced.  But  when  they  ra,  '' 
the  price  of  it  to  about  $60.  it 
hurt.  Now,  1  think  the  custom*.  ’ 
recovered  from  the  shock,  so  w-  ' 


The  play  has  to  be  emphasized  as  much 
as  the  learning.  It  has  to  be  fun  for  the 
kids  to  enjoy.” — Michael  Katz,  Coleco 


Playskool— Circle  to 


fun  learning  center. 

,o  gather  into  a  section  or 
department  other  products  that  may¬ 
be  currently  scattered  in  the  stores, 
like  TI’s  line  of  products  and  other 
less  expensive  types  of  fun  learning 
items.  We  tell  them  to  put  a  header 
card  over  it  and  start  to  create  an 
area  where  customers  can  come  to 

select  those  items.” 

Some  eyebrows  were  raised  at  the 
last  Toy  Fair  when  Mattel  unveiled 
its  Children’s  Discovery  System, 
which  is  slated  to  retail  for  around 
S150.  and  Unisonic  introduced  its 
SI 30  Mickey  Mouse  Talk  Back 
Computer.  Fried  is  not  concerned 
that  the  price  will  drive  consumers 
awav.  “WTtat  we're  looking  at  here 
is  something  that  is  not  going  to  be 
for  everybody.  It’s  not  like  a  person 
w  ould  go  out  and  buy  a  Hot  Wheels 
or  Barbie.  There  is  a  definite 
segment  of  people  out  there,  and 
it’s  a  fairly  substantial  one — at  least 
20  percent  of  the  population — who 
have  children  between  the  ages  of  6 
and  11.  who  are  interested  in 
buying  these  products,  and  who 
have  the  financial  wherewithal  to 
make  the  purchase.” 

The  Pricing  Question 

But  Coleco’s  Katz  does  not 
believe  there  is  a  big  market  for 
higher-priced  electronic  play-and- 
learn  products.  “Our  philosophy  is 
still  to  introduce  products  that  can 
retail  for  under  S50  and  hopefully 
under  S40  at  retail.  We  think  you've 
got  to  keep  the  products  popularly 
priced.  They  re  being  positioned  at 
younger  kids.  In  a  lot  of  cases  it  is 
not  a  major  family  purchase.” 

Still,  buyers  are  willing  to  bet 


We  tell  them  sell  a  higher  priced  product 


Texas  Instruments  Speak  &  s  .e 
—Circle  No.  344  on  prc;.:i 

card 

Zutavem  contends  the  cus‘  -  rs 
who  file  through  his  "3-unir  j 
based  in  Abilene.  Kansas  ar 
“cheap.”  He  views  ther  as 
conscientious.  “I  think  that  en 

they’re  buying  something  - 

child,  they  do  want  a  value  :d 
they  want  something  that  is  g 
hold  up  well.” 

Circus  World’s  Bloom  sta‘  ^ 
chain  w-ill  carry  the  Martel  iter  .rd 
other  high-priced  aids  *’u  M 

degree.  We  are  going  to  in 
see  if  there  is  a  market  out 

He  continues;  “The  higr*  :e 
does  not  necessarily  say  tha  - 
item  will  not  sell.  If  there  is  a  -- 
and  the  customer  recognizes 
will  move. 

“Three  years  ago  we  didn  -s 
we  would  sell  a  Texas  Instrun 
Speak  &  Spell.  If  you  talked  ul 

S59  or  S69,  you  were  consider^ 
crazv.  But  obviously  there 

Continued  on  Pa:^ 


Eger's  K-2-8  Talking  Learning 


Computer— Circle  No.  3 43 


Electronics  give  learning  aid  sales  a  boost 


ff0rn 

unique  ib.t  the  customer 

«  4  nd  was  *'»,r,ng  to  Pav  that 

*i*1cA  **L  for.  The  same  thing  is 
*"  l.,»  «v»  jkI  ‘Are  thev 


1  L  where  we  ask.  Are  they 
>  ’nav  $150?’  ^  ,he  nianu- 
e';n?  '^  promotions  are  capable  of 
^  the  ^psumer  the  idea 


frt* 

jvrttt? 


insriWjnp  js  >vorth  ,hat  kind  0f 
,h8'  rh,s  an  investment.  I  think  the 
|1,',ne>,,r  will  react  positively  to 

„(  Tl’s  success,  says  Sieve 
..Iski.  marketing  manager .  elec- 
r„  -  leamine  aids,  is  exactly 
.he  firm  has  created  a 
,*ived  value.  "Our  software 

^Sces  .he  growth  of -he  child.  " 

f  savs.  Value-added  software 
II  ws  the  consumer  to  expand  the 
f'l  of  difficulty  as  a  child  grows, 
L contends.  Additionally,  he  notes. 
,he  interchangeable  software  mod¬ 
ules  allow  a  family  to  use  the  item 
*i(h  several  different  children  in 
varying  age  groups. 

Concerned  Over  Prices 

Mel  Squires,  merchandise  man¬ 
ner  of  Paramus-based  A.  Ponnock. 
Inc.,  argues.  “For  a  toy  distributor, 
those  price  points  [over  SI 001  put 
me  out  of  the  ballgame.  You’re 
aiming  off  a  year  where  electronics 
were  difficult,  and  1  certainly  don’t 
feel  we  can  take  the  risk  that’s 
involved  in  a  high-priced  item.  1 
would  be  surprised  if  they  were 
good  up  against  some  of  the 
television  merchandise.  I  think 
they're  getting  much  too  close  to 
the  same  price  points  as  the  home 
TV  items. 

“1  just  don’t  believe  the  con¬ 
sumer  will  fc  out  there  buying. 
We  re  telling  our  customers  to  buy 
short  and  t..  use  us  as  their 
warehouse  because  they  can’t 
afford  to  take  ny  more  risks  than  1 


(^.Y^ electronic? departme<nial0n9S'Cle  Ca'CUla,°rS  in  B,00mi"9dales 


can.  We  do  think  the  category  will 
be  a  strong  one  within  the  electronic 
field,  probably  the  strongest  area  in 
what  we  call  handheld  or  tabletop 
merchandise.”  says  Squires.  “The 
sports  area  has  been  demolished  by 
closeouts,  by  off-price  merchandise, 
and  it  seems  this  educational  area 
has  emerged  as  the  only  very  viable 
area  left.  With  the  exception  of 
Coleco  s  Head  to  Head  and  a 
handful  of  others.  1  think  the 
business  has  really  swung  dra¬ 
matically  to  Atari  and  Intellivision.” 

Still.  Squires  will  offer  his 
customers  a  variety  of  learning  aids, 
including  TI  products  and  Coleco’s 
line. 

Give  Customer  A  Choice 

Until  recently,  Alco  Discount 
Stores  were  severely  limited  in  their 
line  of  learning  aids.  Buyer 
Zutavern  acknowledges  he  hopes  to 
add  Coleco  and  Tiger  items  in  the 
fall.  “If  I  go  into  a  program,  it’s 
going  to  be  in  all  but  a  very  few 


We  think  the  category  will  be  a  strong 
one  within  the  electronic  field.” 

-Mel  Squires,  A.  Ponnock 


stores.  1  don’t  think  you  should  get 
into  a  line  of  merchandise,  I  don’t 
care  what  it  is,  and  not  give  the 
customer  a  choice.  You  have  to  have 
at  least  three  or  four  items.” 

Currently  learning  aids  are  posi¬ 
tioned  in  the  same  area  as 
calculators,  cameras  and  other 
electronic  items  in  Alco  stores. 
Zutavern  reports  the  products  are 
displayed  in  glass  cases  which  are 
always  locked  for  security  reasons. 
He  adds.  “We’re  seriously  consid¬ 
ering  offering  a  full  line  of 
software,”  but  space  limitations 
may  prevent  this. 

Zutavern  hopes  to  have  all  his 
learning  aids  in  place  for  the 
back-to-school  period,  when  he 
plans  to  promote  them  at  cost  or 
slightly  above  in  newspaper  adver¬ 
tisements  and  in  the  chain's  mailed 
circulars. 

At  Circus  World.  Phillip  Bloom 
asserts  all  the  decisions  have  not  vet 


Mattel  Children's  Discovery 
System— Circle  No.  346 

been  made.  “We're  carrying  almost 
every  major  brand  electronic  learn¬ 
ing  device  that’s  available  in  some 
degree.  We  don’t  keep  anything 
super-deep  in  our  stores.  We’re  a 
warehouse  operation,  and  we  buy 
for  a  replenishment/turn  type  of 
basis  into  the  stores.”  Price  points 
range  from  $9.99  to  $150  and  the 
stores  devote  eight  linear  feet  to  the 
category.  He  says,  “When  we  dis¬ 
play  them,  we  merchandise  them  all 
together,  and  it  creates  a  small  sec¬ 
tion  or  area  within  our  total  elec¬ 
tronics  department,  much  like  a 
subcategory.” 

Bloom  continues.  “We  promote 
throughout  the  year — and,  of 
course,  at  key  times  like  back-to- 
school  and  the  fourth  quarter.  We 
run  promotions  in  conjunction  with 
television  or  print  advertising  that 
the  manufacturers  might  be  doing.” 
He  adds  that  on  Circus  World’s 
print  ads,  “They  would  be  pro¬ 
moted  as  electronic  learning  aids, 
but  they  are  part  of  a  20-  or  30-item 
ad.” 

At  Toy  World.  Bob  Hoeger 
admits,  “We  do  have  a  definite  plan 
to  have  a  separate  electronic  section 
devoted  to  learning  aids.  Basically  it 
will  be  a  4-foot  section  on  the  wall 
and  a  4-foot  case  for  individual 
Continued  on  Page  64 


Challenger — Circle  No.  345  on  product  card 


SUPER  FOOTBALL:  Dave  Browning  (No.  73)  of  the  Super  Bowl  XV 
ChamDion  Oakland  Raiders  plays  Mattel  Electronics'  Intellivision 
NFL  Football  with  a  contestant  in  the  “Fanatic  Fan"  competition 
held  at  Harrah’s  in  Reno.  Entrants  had  30  seconds  to  tell  why  they 
were  the  most  fanatic  of  the  Raider’s  fans.  Grand  prize  was  an 
Intellivision  Master  Component. 


Software  important  in  learning  aid  sales 


Continued  from  Page  63 
product  for  demonstration  pur¬ 
poses.  The  category  will  be 
significantly  designated.  I  think 
most  of  our  efforts  will  be  applied  to 
the  nationally  known  brands.  The 
other  vendors  have  not  presented  to 


me  a  viable  product."  He  notes, 
however,  "I  am  looking  at  Tiger’s 
K-2-8.” 

Hoeger  says  software  is  "a  very 
important  part”  of  merchandising 
the  category.  ‘‘We'll  go  all  the 
way."  he  says,  and  will  have  a  total 


of  more  than  35  SKUs.  ‘Our 
promotional  efforts  will  be  primarily 
in  the  fourth  quarter,  but  we  re 
looking  at  the  September  back-to- 
school  period. 

C'rcus  World  will  be  “phasing  into 
software."  says  Bloom.  "When  the 


item  starts  to  get  s»l, 

<ben  immediately  L  \ 

software  Initially  we  . v0 „hu  ' 

believe  in  the  item  ,  havc  *o 
degree  before  Verv 

Put  in  extensive  sofi^rf  ■Vnd 
the  beginning  w. 
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F  de  t>  E  ectror ics  Mini  , 
Sensor  Oess  Challenger 


Mini  Chess  game 
plays  opponents 
an\  time,  anvwhere 


Football  game  has  animated  team 


HAWTHORNE.  Calif.  —  Mattel 
Electronics  offers  a  self-contained 
electronic  football  game  with  two- 
player  capability. 

World  Championship  Football  is 
3  tabletop  game  which  combines 
pro  football's  traditional  excitement 
with  “far-reaching  technological 
advances  that  move  World  Cham¬ 
pionship  Football  beyond  previous 
Mattel  Electronics  football  games." 
savs  the  firm. 

The  game  features  a  vacuum 
fluorescent  display  that  realistically 
shows  shaped,  animated  team 
members  in  color-coded  jerseys. 
Increased  computer  capacity  allows 
player- \-s. -computer  or  player-vs.- 
plaver  competition  on  four  different 
skill  levels. 


Mattel  Electronics'  World 
Championship  football. 


Players  control  the  quarterback 
and  program  primary  and  secon¬ 
dary  pass  receivers  on  the  five- man 
offense  by  choosing  one  of  five  1 
offensive  formations. 

The  player  on  defense  controls 
the  safety  position  and  programs  1 
the  linebacker  in  a  man-t^-man 
alignment,  then  adjusts  the  forma-  j 
tion  once  the  offense  is  positioned 
The  computer  controls  the  two 
remaining  defensive  linemen  and 
the  two-man  offensive  line. 

Pass  interceptions  and  incomple-  ! 
tions.  fumbles,  penalties,  kick-offs 
punts  and  special  defensive  forma¬ 
tions  heighten  the  excitement. 

World  Championship  Football- 
Circle  No.  157  on  product  card 


MIAMI — The  Fidelity  Electronics 
Min'  Sensory  Chess  Challenger  is  a 
battery-operated,  computerized 
chess  opponent  that  plays  any  time 
and  anywhere. 

According  to  the  company,  the 
advanced  sensory  playboard  auto¬ 
matically  recognizes  and  records 
every  move.  Brightly  lit  LEDs  and 
beep  tones  graphically  and  audibly 
tell  the  player  of  the  computer’s 
response.  The  game  perceives  its 
opponent's  moves  when  the  player 
presses  down  on  the  piece  he 
intends  to  move,  designating  his 
“from"  location.  When  he  presses 
the  same  piece  down  on  his  "to"  i 
location,  the  computer  instantly 
knows  which  piece  was  moved  and 
where  it  was  moved  to. 

Three  levels  of  play  are  offered— 
beginner,  intermediate  and  ad¬ 
vanced — plus  an  infinite  level  for 
so  King  “Mate  in  Two"  problems. 
Mini  Sensory  Chess  Challenger  also 
features  a  problem  mode  which 
allows  the  player  to  set  up  piece 
positions  to  work  out  problems.  I 
Replaceable  plug-in  modules  will  j 
include  an  advanced  chess  pro¬ 
gram.  popular  chess  book  openings. 
Greatest  Chess  Master  Games. 
Checkers.  Reversi.  and  Mini  Go- 
rooku. 

Vim  Sensory  Cness  Challenger 
—Circle  No.  256 


Activision  releases  two  new  video  cartridges 


SANTA  CLARA.  Calif. — Activision 
releases  two  new  videogame  can- 
ridges  designed  for  use  with  the 
Atari  Video  Computer  System  and 
Sears  Tele-Game  Video  Arcade 
programmable  games. 

Freeway  and  Kaboom!  bring  to 
10  the  number  of  game  cartridges 
available  from  the  independent 
software  design  firm. 

Freeway  features  eight  different 
games  with  variations  of  10  lanes  of 
traffic — from  a  few  scattered  cars 
moving  slowly,  to  high-speed, 
bumper-to-bumper  cars  and  trucks. 
The  player  uses  the  joystick 
controller  to  maneuver  a  chicken 
from  one  side  of  the  freeway  to  the 
other.  Each  successful  crossing 
scores  a  point.  The  game  may  be 
played  by  one  or  two  play  ers. 

Kaboom!  features  a  “Mad 
Bomber  — a  meticulously  animated 
cartoon  convict,  complete  with  a 
mask  and  a  variety  of  facial 
expressions.  He  roams  back  and 
forth  across  the  top  of  the  television 
screen  dropping  black  bombs  with 
fuses.  The  player  controls  a  group 
of  three  w  ater  buckets  with  a  paddle 
controller  and  must  catch  the  bombs 
as  they  fall,  thus  dousing  the  fuses. 


A<3M*x 

KABOOM! 

VD80  GAME  CARTRIDGE 


AJVSOH. 

freeway 

veto  GAME  CARTRIDGE 


Activision  introduces  two  new  video  game  cartridges 


Each  bomb  caught  adds  to  the 
player’s  point  total.  When  a  bomb  is 
missed,  all  bombs  on  the  screen 
explode,  and  the  player  loses  one  of 
his  water  buckets.  When  all  buckets 
are  gone,  the  game  is  over.  Up  to 
two  can  play. 


Both  games  carry  a  suggested 
retail  price  of  S22.95  and  will  be 
shipped  in  July. 

Freeway— Circle  No.  229  on 
product  card 

Kaboom!— Circle  No.  230 


Atan 's  Missile  Command  now  available  in  home 


SUNNYVALE,  Calif.— Missile 
Command,  a  popuiar  coin-operated 
video  arcade  game,  is  now  available 
in  a  home  video  game  version  from 
Atari,  creator  and  manufacturer  of 
both  products. 

The  game  is  being  introduced  for 
home  use  “largely  due  to  hs 
^-:cess  as  an  arcade  game  and  in 
response  to  consumer  demand." 
-eports  the  firm.  Designed  for  use 

S\  it  Jrr"  ***"  Computer 

Ami  !;  MusUe  Command 
A  -bridge  is  a  one  or  rwo- 


player  game  that  uses  joysticks  and 
offers  34  game  v  ariations. 

The  game  begins  with  w  ave  after 
wave  of  enemy  missiles  raining 
down  on  an  earth  missile  base  and 
six  surrounding  cities.  The  player, 
as  base  commander,  is  responsible 
for  protecting  and  defending  the 
territory  from  enemy  attack.  The 
base  commander  has  30  guided 
defense  missiles  to  combat  the 
enemy.  These  destroy  the  enemy  ’s 
projectiles  when  exploded  in  their 
path.  Each  successive  wave  of 


't,SlJRe  T,ME 


attacking  missiles  comes  faster  than 
the  previous  one  and  the  game 
continues  until  all  cities  and  the 
missile  bases  are  lost. 

After  the  sixth  wave  of  enemy 
missiles,  smart  cruise  missiles 
attack  the  earth’s  forces.  Shaped 
•ike  satellites,  they  can  detect  and 
evade  missile  explosions.  Unless 

5  plaser  can  place  the  defense 
missile  target  directly  on  the  smart 
enemy  missile,  the  enemy  will  be 
successful  in  gening  through  to  one 
of  the  cities  or  the  missile  bases 


version 

Dumb  enemy  cruise  missiles  are 
easier  to  stop,  they  can’t  detect 
defense  movements  and  travel  in  a 
straight  tine. 

Suggested  retail  price  is  $31.^. 
and  cartridges  are  now  available. 

With  the  addition  of  Missile 
Command,  the  Video  Computer 
System  Game  library  has  expande 
to  a  total  of  43  game  cartridges, 
with  more  under  development- 

Missile  Command— Circle  NO- 
170  on  product  card 


A  BOWLING 


ALLEY. 

_ I  .  .  ■  >  v  Uv  y-v  /\4-  ■  ■ 


V.M  w0n’t  need  your  beat-up  ~~  ••  y^u  acn  electronic 
Y?i,np  ball  and  your  shirt  with  games,  be  sure  to  stock  up  on 
rats”  written  on  the  back.  Tomytronic  Wrist  Bowling. 

Ml?'  ~ I  ! «  TAmw+r,Anir,M  VhI  i  ll  h^V/O  ^  I r\4-  /n-L  _ 


trnnirddltl0riTt0  bem8  an  elec¬ 
tronic  game, Tomytronic  Wrist 

Bowling  is  also  a  watch,  stop 
watch,  and  an  alarm,  all  rolled 
mto  one  great  little  electronic 
instrument. 

So  if  you  sell  electronic 

rr  ^  m  _ _ i  .  . 


Tomytronic  Wrist  Bowling. 

^Euou  need  is  Tomytronic1-  You’ll  have  a  lot  of  customers 
Jit  Bowling,  and  you  can  go  turning  their  wrists  into  bowling 
Sng  on  your  wrist.  alleys 

&With&Tomytronic  Wrist  Bowl-  And  you  II  be  turning  a  r 
ooMon  can  actually  control  the  profit. 

£  bowling  ball  so  it  will  hook,  ©1981  Tomy  Corp.,901  E. 

!!?e  or  go  straight  toward  the  233rd  St.,  Carson,  CA  907 
mns  Adtgital  readout  shows  (213)  775-7585. 

strikes. spares,  and  your  total 

score  Wrist  Bowling  is  so  much  4 

like  real  bowling,  about  the  only  y' 

thing  you’ll  miss  is  the  gutter  that  ^  / 

you  usually  wind  up  rolling  into.  y  / 

)  If  you  want  to  play  Wrist  f  , 

Bowling  with  a  friend,  all  you 

have  to  do  is  say,  “Ey,  Norten,  m  // 

let's  go  bowling!’  Or,  if  Norten  //^ 

isn't  around,  you  can  play  Wrist  ,  7  ^5# 

ffowlmp  hv  vourself.  A flBB.V:.  1  * 


■  . 

And  you’ll  be  turning  a  nice 


W1301  lumy  uorp.,yui  t. 
233rd  St.,  Carson,  CA  90745. 
(213)  775-7585. 


X  r‘ 


•  >>?• 


fowling  by  yourself. 

tt 

FTTl  m  1 

■  ■ 


rV  - 
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Circle  No.  37  on  product  card 


Entex  introduces  handheld 


COMPTON.  Calif.— Entex  Indus¬ 
tries  introduces  a  “miniature  house 
of  mirrors.  “  an  arcade  of  games  and 
a  trip  computer  for  bicycles. 

With  the  new  3-D  Escape  elec¬ 
tronic  maze  game  s  complex  LCD 
display,  players  can  get  hopelessly 


lost  in  the  “miniature  house  of 
mirrors,”  a  game  that  offers  1,000 
separate  mazes  to  wander  through. 
The  LCD  display  creates  the 
three-dimensional  illusion  of  travel¬ 
ing  down  corridors. 

Joining  the  maze  in  the  use  of 


‘house  of  mirrors’ 


LCD  is  the  3-D  Grand  Prix  car 
racing  game,  in  which  a  player  can 
brake  and  accelerate  at  speeds  from 
50  to  200  miles  an  hour — while 
watching  out  for  slower  or  stalled 
cars  as  fence  posts  flash  past. 

The  Bike  Computer  is  a  compact, 


weatherproof  system  with  an  LCD 
that  tells  riders  their  speed. 

3-D  Escape— Circle  No.  207  on 
product  card 

3-D  Grand  Prix— Circle  No.  208 
Bike  Computer— Circle  No.  209 


Win  your  own  Texas-Made  BOOTS!  We  re  giving 


iciSys  ^  <>mputer  planning  fullline  of  * 


■ 

!>'’r chess  games,  announces 
f^n,C  induce  a  full  line  of 
rl»"s  ,0ic  ••intelligent**  chess 
bearing  the  SciSvs  corporate 

jrtF**"*  intelligent  machines  are 


enthusiast  who^in  ordV**  CheSS 

of  the  line  „ buy  the  top 

Various  SS.^  **• 
novice,  and  all  arP  h  ,ted  *or 
<he  strategy 

r™aP„,»Ke'dl'"ab,eS  SdS" 

-  ture  chess  games  that 


smart’  chess  games 


are  suited  for  competitive  play 
against  all  but  one  percent  of 
human  chess  players. 

Future  plans  call  for  increasingly 
sophisticated  chess  games  as  well 
as  additional  non-chess  “intelli¬ 
gent  games  for  the  adult  market. 

The  firm  reports,  “From  the  start 


we’ve  been  committed  to  manu¬ 
facturing  the  thinking  person’s 
chess  computer.  We  will  continue  to 
do  this  as  consistently  in  the  future 
as  we  have  in  the  past.” 

Intelligent  Games— Circle  No. 
272  on  product  card 
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p  ,*  '3' 

At  a  time  like  this,  when  you  are  required  to 
^.keep  your  inventories  under  very  tight  control,  yoU 
tan’t  afford  to  gapible  on  anything  but  the  very 
rbest!  And  you’ve  got  the  best  when  you  sto^fc 
Applied  Concepts*  electronic  strategy  games. 
We’re  telling  the  consumer  that  too,  in  a  national 


I 


m 


! 


\V 


» 


;J.r 


)  ,i, i 
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airline  in-flight  publications. 

Texas  has  long  been  famous  for  its  high  calibre 
products  —  whether  it  be  beef,  bluebonnets, 
o&  or  football  teams  —  and  Applied  Concepts 
is  jproud  to  carry  pn  that  tradition  in  the  electronic 
entertainment  field. 

Gf  course  you  are  the  dealer.  You  have  to  know 
wh£n  to  hold  ’em,  know  when  to  fold  ’em  —  and 
knpw  when  to  go  for  it  all. 

With  products  like  our  chess  playing  robot, 
;  HANDroid;  the  G^EAT  GAME  MACHINE  m6lti- 
t  ,  gaipe  computer;  and  a  library  of  award  winning 
*  strategy  game  cartridges,  all  on  display  in  your 
st^re  or  showroom,  you’re  bound  to  be  holding  the 

hlfih  hand. 

;tcha  BOOTS! 

YOU’LL  WIN  WITH  US! 
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U  Come  to  Booth  1 969  and  register. 

throughout  the  CES  show.  C^WL^JOT™||  | 
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Sales  Aids 


3 M  promotion 
works  to  build 
store  traffic 

ST.  PAUL.  Minn.— A  traffic-builder 
promotion  from  3M.  slated  to  run 
through  Sept.  4.  offers  consumers  a 
free  videocassette  for  even,-  five 
Scotch  VHS  or  Beta-format  tapes 
thev  buy. 

According  to  Joe  Williams  of  the 
firm’s  Home  Entertainment  Prod¬ 
ucts  Department,  the  promotion  is 
designed  to  increase  store  traffic 
and  turn  stock  inventory  without 
reducing  profit.  As  an  added 
incentive  for  retailers,  a  special 
price  on  Scotch  VHS  T-120s  and 
Beta  L-500s  is  being  offered 
through  June  12,  1981. 

For  a  consumer  to  take  advantage 
of  the  offer,  he  has  to  send  five 
customer  sendee  cards  (prepacked 
with  each  Scott  videocassette)  and 
dated  sales  slips  to  the  3M 
redemption  center.  Free  mailing 
envelopes  will  be  available  at  the 
dealers*  counters.  3M  will  then 
send  a  Scotch  VHS  T-120  or  Beta 
L-500  to  the  consumer,  up  to  a 
maximum  of  four  free  tapes  per 
customer. 

The  promotion  is  geared  toward 
the  frequent  user,  giving  him  a 
“further  incentive  to  purchase 
Scotch  videocassettes.”  says 
Williams.  “Additionally,  the  promo¬ 
tion  is  designed  to  move  the 
purchaser  of  three  or  four  cassettes 
to  buy  five.  This  will  be  good 
business  for  the  retailer  and  us.”  he 
concludes. 

Tape  Promo— Circle  No.  196  on 
product  card 


Showtime  catalogs 
serve  as  sales  aids, 
training  tools 

TILLAMOOK.  Ore. — Showtime 
Video  Ventures  offers  dealers  two 
sales  aids  designed  to  increase  the 
knowledge  of  their  staffs  in 
marketing  accessory  items. 

Offered  are  two  catalogs.  The 
first  is  an  educational  manual 
providing  a  simplified  introduction 
to  some  of  the  signals  used  in  video 
recording  and  processing.  The 
manual  also  contains  introductory 
information  on  televisions  and 
VCRs,  video  formats  and  VCR 
installation. 

The  second  item  is  a  product 
catalog  with  brief  descriptions  and 
pictures  of  the  Show-time  Video 
Ventures  line.  The  catalog  can  be 
used  for  a  dealer’s  existing  staff  or 
it  can  be  used  in  conjunction  with  an 
1  actual  sale,  providing  the  consumer 
with  information  about  the  prod¬ 
ucts. 

Video  Catalogs— Circle  No  228 
on  product  card 


Webcor  display  adds  zip  lo  retailers  counters 


PLAINV1EW.  N  Y. —The  Webcor 
Division  of  Leisurecraft  Products 
announces  availability  of  a  smoke- 
grey  lucite  point-of-purchase  dis¬ 
play  to  aid  in-store  sales  of  the 
Webcor  Zip  Cordless  Phone  Model 
555. 

Reportedly,  the  display  is  the 
only  one  on  the  market  to  include  an 
actual  phone  which  can  be  locked 
securely  on  the  frame. 

The  display  features  the  Zip 
Cordless  Remote  phone  and  base 
unit  securely  cradled  in  its  lucite 
frame.  The  point-of-purchase  dis¬ 
play  clearly  defines,  in  layman 
terms,  the  unique  features  of  the 
Webcor  Zip  Cordless  Phone  Model 
555.  The  features  listed  are:  “works 
on  either  rotary  or  tone  dialing 
systems,  can  automatically  redial 
last  number  dialed,  automatic 
recharging,  call  button  signals 
remote  unit  from  base,  remote  unit 
operates  up  to  500  feet  from  base.” 
Says  Webcor.  “this  convenient  and 
easy-to-understand  sales  tool  as¬ 
sures  that  customers  can  learn 
about  the  Zip  Cordless  Phone 
without  sales  assistance.” 

The  firm  contends  the  best  sales 
pitch  for  this  phone  is  a  demonstra¬ 
tion  of  “its  crisp  voice  transmission 
through  the  convenient  cordless 
remote  unit  at  distances  up  to  500 


feet.  And  for  that  purpose,  the  cord 
of  the  base  unit  slips  permanently 
through  the  back  of  the  lucite  frame 
for  easy  attachment  to  any  standard 
modular  jack  and  to  a  110  volt 
outlet.”  The  remote  unit  can  be 
secured  in  place  on  the  lucite  frame 
or  removed  for  customer  demon¬ 
stration. 

The  Webcor  Cordless  Phone 


Model  555  POP  display  is  similar 
one  which  is  also  now  available  f  ° 
the  Webcor  Zip  Cordless  PhJT 
Model  575  which  has  a  700  f ■  * 
range,  the  last  number  reS 
button,  the  full  intercom  feature 
plus  an  added  security  switch 

Webcor  Displays— Circle  No 
234  on  product  card 


webcor^ 


Webcor’s  cordless  phone  displays. 


Motorized  carousel  performs  double  duty 


VAN  NUYS,  Calif.— VCX  intro¬ 
duces  the  carousel,  a  seven-foot- 
high.  three-foot-w-ide  motorized  dis¬ 
play  that  will  be  given  to  any 
distributor  or  retailer  on  consign¬ 
ment  for  as  long  as  he  remains  a 
customer  of  VCX. 

The  carousel  performs  double 
duty- — as  both  a  self-contained 
merchandise  display  unit  and  a 
mini-tape  department  ideal  for 
video  outlets  with  limited  display 
facilities — says  the  firm. 

The  attractively  designed,  fully  lit 
color  unit  includes  room  for  60  tapes 
individually  mounted  on  the  hexa¬ 
gon-shaped  cylinder.  The  rotating 
interior  allows  customers  to  view- 
available  or  featured  selections 
through  a  clear  plexiglass  exterior. 


VCX'  carousel 

A  stationary  storage  compartment 
at  the  bottom  of  the  display  center 
holds  up  to  100  tapes.  Addiiig  to  the 
convenience  and  thorough  design. 


reports  VCX,  are  the  double  locks 
on  both  the  display  cabinet  acc 
storage  compartment. 

The  carousel  is  available  in  both 
VCX  and  VCD  models.  VCX  dis¬ 
plays  the  adult  film  products  while 
VCU,  (a  subsidiary  company)  dis¬ 
plays  general  audience  films  and 
musicals. 

Other  merchandising  aids  avail¬ 
able  from  the  company  include 
visual  catalogs  in  the  form  of  30- 
and  60-minute  preview  programs;  a 
wide  variety  of  full  color,  laminated 
catalogs  and  counter  cards,  four 
color  flyers  and  giant  posters. 

Carousel— Circle  No.  267  or 
product  card 

Other  aids— Circle  No.  268 


Media  Home  Entertainment  program  'guarantees’  hi<*h  profits 

LOS  ANGELES — Media  Home  '  mk  *  —  ■ 


Entertainment,  a  leading  duplicator 
and  distributor  of  prerecorded 
videocassettes,  announces  its  1981 
“QSP”  (Quality  +  Service  = 
Profits)  marketing  and  promotion 
campaign,  a  program  which  the 
company  says  “guarantees  the 
highest  profit  margins  in  the  video 
industry  for  distributors  and  deal¬ 
ers,  and  the  lowest  prices.” 

The  QSP  program  assures  distrib¬ 


utors  of  profits  ranging  from  14  to 
2'  percent,  ensures  that  dealers  will 
earn  profit  margins  of  30  to  35 
percent,  and  offers  retail  prices  to 
consumers  of  just  S24.95  to  S54.95 
per  cassette,  says  Ronald  A. 
Safinick,  president  of  Media. 

a  mw.  c?rnPan>’,s  products  are 
W.1  able  m  VHS  and  Beta  configure¬ 
rs  "  b0lh  PAl  «•  NTSC 
As  pan  of  its  new  program,  the 


company  has  introduced  a  lifetime 
quality  warranty  on  all  ot  lls 
products.  The  campaign  also  te- 
tures  a  creative  merchandising 
package  of  promotional  materia.^-  ■ 
The  promo  materials  ^ u  e 
point-of-purchase  sales  aids,  pe 
ers,  displays  storage  cases  an 
racks,  consumer  brochures  an 
catalogues,  and  other  items. 


Media  Home  Entertainme^' 
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talesman 

.HE  N.Y.— Beyer  Dy- 

Ki‘kS  l  it  "Beve; Bar  ■ a 

".„ore  silfnl  salesman  for 

n^^adphones. 

pfvcr  ^  jS  a  vehicle  that  allows 
IK  to  help  himself  to  the 

,hf  con?u.  pr  302.  electrostat 

^  closed  style  DT  220.  or 
ft  •  S  DT  440  and  DT  441 
listen  to  music  and 
"^he  model  he  prefers. 

^  Bevcr  Bar  is  supplied  free 
^  he '  purchase  of  a  recom- 
oith  '"^.piece  headphone  assort - 
^Additional  displays  are  S350 
men1- _ 


- —  ao  ^uent 


^2ch.  Evcrv  h* 

knockdown  form  In  shiPPe<J  i„ 

and  ca"  be  assemble”  cral«' 
minutes  with  com™  d  3  few 
reports  the  firm.  "  hand  tools. 

headphones  1„* '^r^ly  .  s*ores  3b 

The  back  panel  „f  °lkab!e  bas«- 
selling  p„i„,"e'fo°tf  ,ha  bar  has 

displayed,  and  eadT^h  m°del 
suspended  on  a  reVraetrfht0”'  is 
says  the  manufacturer  be  Cord 

Beyer  Bar— Circle  No  241 
product  card  '  ^41  on 


High  Technology  offers  dealers 
full  service  computer  program 


T  LOUIS— High  Technology 

1  hnipsale  distributor  of  computing 

Iducts.  offers  retailers  a  Full 
Lice  Dealer  program  designed  to 
^  retailers  in  their  sales  of 
personal  computer  merchandise. 

According  to  High  Technology’s 
loseph  Dahlem.  the  1980s  present  a 
«ho!e  new  era  with  several  rapidly 
emerging  trends  that  dealers  must 
be  aware  of.  including  a  more 
sophisticated  consumer,  a  more 
demanding  manufacturer,  a  grow¬ 
ing  number  of  corporate  retail 
chains,  growing  opportunities  and 
increasing  risks.  “If  such  trends 
continue  unchecked.”  says  Dahlem. 
"the  independent  retailer  will  be 
crushed  between  the  pressure  of  the 
corporate  chains  and  the  demands 
of  the  new  market.” 

According  to  the  firm.  High  Tech¬ 
nology’s  Full  Service  Dealer  pro¬ 
gram  addresses  ese  concerns  through 
-4-hour  ordering  service,  same-day 
shipping,  a  pr  ority  order  plan,  a 
courtesy  exchange  program,  and  a 
honeymoon  rdurn  plan  that  “as- 


sures  the  new  full-service  dealer  of  a 
smooth  introduction  to  the  proper 
inventory  levels  for  his  store.”  Terms 
ot  this  plan  permit  a  dealer  to  re- 

ir^1  any  unvvantecl  merchandise  in 
100  percent  saleable  condition  for 
up  to  90  days  from  date  of  delivery. 

Other  aspects  of  the  program 
include  a  competitive  pricing  pro¬ 
gram,  initial  order  discounts  and 
marketing  plan  discounts.  High 
Technology  offers  credit  plans  and 
credit  referrals.  A  service  training 
program,  co-op  advertising  dollars 
and  an  awards  program  are  also 
part  of  the  plan. 

Additionally,  the  firm  polls  its 
dealers  on  a  semi-annual  basis, 
tabulates  and  publishes  the  results, 
offers  monthly  status  reports  to 
update  the  dealer  as  to  his  standing, 
and  mails  product  availability  lists 
highlighting  current  trends  on  a 
national  level. 


Full  Service  Dealer— Circle  No. 
242  on  product  card 


Allsop  cassette  display 
actually  cleans  tape 


^LLINGHAM,  Wash. -Allsop, 
^“•offers  a  point-of-purchase  dis- 
, leaned  'ls  Allsop  3  audio  cassette 

A  ^unpact,  clean-looking  box  has 
cts  °°^s  like  the  controls  of  a 

AUfcw, 6  ta^e  recor<ler  with  an 
P cassette  already  in  position. 

•,ate*ln^  play”  button  acti- 
battery-operated  motor 
am  Lnlares  the  head  cleaning 
tlico  e  **P$tan  and  pinch  roller 
their  own  separate  felt 

,,Lj  contained  display  comes 
U|di  batteries  and  tape 
•wfaturc  ready  for  immediate 

company 

has  a  “com  pre- 

^f -shipper  program  that 


includes  a  full-color  display  which 
assembles  in  minutes  and  comes 
with  120  audio  cleaners,  reports 

Allsop.  .. 

With  the  self-shipper,  retailers 

also  receive  20  refills.  50  pieces  ot 
consumer  "take  one”  point-oi-sale 
literature,  plus  the  same  demon- 
stration  unit  mentioned  above 
free  from  Allsop. 

The  Allsop  3  Video  Cassette 
Cleaner  is  also  available  in  a 
self-shipper  display  package  "  m 
includes  10  video  cleaners  and  25 
pieces  of  consumer  literature. 

Audio  cleaner  display-Circle 
No.  235  on  product  car. a 
vide0  cleaner  display-Circle 

No.  236  _ — 


Leviton’s  Home  Control  System 

Unit  turns  on  consumers 


LITTLE  NECK.  N.Y. — Leviton  of¬ 
fers  a  point-of-purchase  display  for 
its  Home  Control  System,  the 
modular  plug-in  remote  control 
microprocessor  system  that  controls 
lights  and  appliances  from  one 
location. 

The  display  unit  is  a  vacuum- 
formed  pop-out  design  which  re¬ 
flects  transparent  color  pictures  that 
tell  the  product  story.  Various 
elements  are  built  into  the  display 
so  that  a  prospective  buyer  can 
actually  work  the  display.  Instruc¬ 


tions  tell  the  consumer  how  to  turn 
on  up  to  16  lights  and  appliances. 

The  display  unit  resembles  a 
nickelodeon  and  has  been  designed 
to  sit  on  a  counter  or  hang  on  a 
pegboard.  The  individual  products 
that  comprise  the  system  are 
packaged  in  full-color,  hang-stvle 
boxes  to  set  up  an  overall  display 
that  appeals  to  the  customer,  says 
the  firm. 

Control  Display— Circle  No.  214 
on  product  card 


Allsop 


3  audio  cassette  cleaner  display 
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Media 


roadcast 


Megatron  TV 
blitz  earns 
repeat  play 

Franklin  lakes,  n.j. 

Megatron,  marketer  of  the 
Mega  Tech  brand  of  audio/ hi-fi 
equipment,  is  concluding  its 
second  heavy  advertising  effort 
since  entering  the  market. 

Based  on  the  success  of  its 
introductory  advertising 
campaign,  the  firm  launched  a 
second  blitz  to  coincide  with  the 
Mother’s  Day  and  graduation 
buying  period.  In  addition  to  the 
current  Mega  Tech  line  of  stereo 
radio  cassette  recorders, 
turntables,  speakers,  micro- 
component  systems  and  graphic 
equalizers,  the  company  plans  to 
add  full-size  cassette  decks  and 
receivers  to  its  line. 

Megatron’s  initial  advertising 
began  the  day  after  Christmas, 
1980.  and  continued  through 
February,  1981.  The  creative 
approach  was  directed  to  the 
non -traditional  audio  market. 
Instead  of  concentrating  its 
efforts  on  audiophiles  who 
already  ow  n  equipment. 
Megatron  targeted  “audio 
neophytes,’’  described  as  that 
segment  of  the  market  that  is 
baffled  by  audio  buzz  words 
such  as  w’oofers,  quartz  lock, 
and  linear  tracking.  The  theme 
used — “Sound  So  Full  It  Even 
Feels  Full”  expressed  the 
simple  listening  pleasure  offered 


‘Sound  So  Full  It  Even  Feels  Full” 
initial  TV  campaign,  which  was 
billboard  advertising  to  build  strong 
the  Mega  Tech  brand  introduction. 

by  Mega  Tech  products,  the 
company  explains.  The 
campaign  w  as  developed  by 
Dancer-Fitzgerald- Sample,  New’ 
York. 

Concentrating  in  the  New 
York,  New  Jersey  and 
Connecticut  areas,  the  television 
effort  reportedly  reached  over  90 
percent  of  all  men  and  women, 
aged  18-34,  an  average  of  10 
times.  The  firm  contends  that 
during  January,  Mega  Tech  was 
the  most  heavily  advertised 
product  on  television.  The 
television  showcase  included  top 
shows  and  specials  such  as 
Dallas.  M*A*S*H.  Grand Prix 


buHewo?dS,0M»n-?^  ne°Phy'es"  who  might  be  baffled  by  audio 
rrlmr.r///'  Me.®a,,on  Prom°ted  its  Mega  Tech  brand  of  audio  hi-fi 

simtiip  r  c  W'th  f  Success^ul  TV  blitz  emphasizing  the  theme  of 
simple  pleasure  in  listening. 


was  the  story  line  for  Megatron’s 
supplemented  with  transit  and 
logo  and  name  awareness  during 

Tennis,  Saturday  Night  Live , 
most  college  bowl  games  and  the 
Superbowl.  In  addition  to  TV, 
Mega  Tech  employed 
supporting  transit  and  billboard 
advertising  to  build  strong  logo 
and  name  aw  areness  during  the 
introduction. 

The  firm  contends  that 
retailers  as  well  as  the  public 
responded  favorably  to  the 
Mega  Tech  message.  From  a 
standing  start.  Megatron 
succeeded  in  placing  its  line  in 
Stereo  Magic,  Sam  Goody’s, 

U.S.  Stereo,  Crazy  Eddie’s. 
Grand  Central  Cameras. 
Continental  Sound,  and  all 
Abraham  &  Strauss  stores.  In 
addition,  stores  in  Philadelphia, 
Houston.  Chicago  and  Cleveland 
(where  there  w  as  no  advertising) 
requested  the  line  on  the 
strength  of  the  product  itself  and 
Megatron’s  long-term 
commitment  to  the  industry, 
says  the  firm. 

The  company’s  decision  to 
enter  the  audio  hi-fi  field  with  a 
medium-priced  line,  backed  by 
heavy  advertising  expenditures, 
is  a  reflection  of  the  current  state 
of  the  marketplace,  asserts 
Megatron. 

Megatron  s  president.  David 
Mazzella,  says  that  the  entire 
audio  field  has  been 
unadvertised — so  underadvertised 
that  43  percent  of  the  general 
U.S.  population  could  not  name 
one  brand  of  hi-fi  equipment 
w  hen  asked  to  by  a  leading 
industry  publication  survey. 


TDK  refines, 
reintroduces 
ad  schedule 

Garden  city,  n.y.— tdk 

Electronics  has  refined  its 
“The  Vision  Of  The  Future’’ 
media  campaign  and  will 
reintroduce  four  insertions  in 
July. 

The  company’s  video 
campaign  for  its  Super  Avilyn 
video  tapes  first  broke  in 
buff-consumer  and  select 
general  consumer  publications 
almost  a  year  ago.  the  new 
campaign  consists  of  four  color 
and  black-and-white  insertions 
and  has  been  expanded  to 
include  more  general  consumer 
publications.  The  focus  of  the 
video  program  is  on  the  major 
problems  caused  by  inferior 
video  tape:  blur,  graininess, 
bleeding  colors,  skew,  jitters, 
and  dropouts.  The  campaign 
takes  an  educational  approach  to 
these  problems,  detailing  how 
TDK  Super  Avilyn  video  tapes 
remedy  them. 

The  video  campaign  is  pan  of 
a  four-pronged  consumer 


“Music  Lives  on  TDK”  was  the 
message  of  a  TDK  30-second 
video  commercial  on  its  lines  of 
audio  cassettes. 

advertising  and  marketing 
program  launched  earlier  in  the 
year.  Comprised  of  network 
television  and  radio,  outdoor 
billboards,  as  well  as  buff-  and 
general-consumer  print 
vehicles,  the  program  has  been 
gradually  introduced  to  the 
high-end  audio,  mass-market 
audio,  video,  and  corporate 
markets  since  January,  reports 
the  firm. 

For  the  corporation's  audio 
product  line,  two  campaigns  are 
running  concurrently  in 
support  of  the  Reference  and 
Premium  Series  of  audio  tapes. 
The  “Machine  For  Your 
Machine”  campaign,  first 
introduced  in  1975.  has  been 
expanded  and  will  continue  to 
run  in  major  buff-consumer 
publications  in  support  of  the 
TDK  Reference  Series  of  MA-R 
metal  bias,  SA-Z  high  bias,  OD 

Continued  on  Page  7o 


vVeiTV 
2s  promote 
:! L,its  games 

■'KfttHORNE.tatif.— 

lJ  uattd  Electronics  reports  it 
»lM  “exciting  and 

te|evision  commercials 
it'^n  of  World 
n<Ll^nshir  Football  and  World 
Baseball. 

^innovators  of  electronic 
vi  ith  the  orieinal 


innova^1*  v‘ 

^  carries  "ith  the  original 
^  ^11  game.  Mattel 
^presents  World 
'  nionship  Football  and 
championship  Baseball 
'  tentative  of 
'^of-the-art*’  technological 
'  location  in  self-contained 
Srooic  games,  says  the  firm. 
Specifically  developed  for  the 
^e  sports  fan.  both  World 
‘3mpionship  games  feature 
aium  fluorescent  displays  that 
^  realistically  shaped  team 
-mbers  in  colored  uniforms  for 
iierteam  identification, 
phe  theme  of  realistically 
tped  players  has  been  carried 
television  commercials 

P 


m 

I 


Produced  tor  Ma,te|  ^ 

b'  jts  advertising  ,  cc,rn"ics 

*  Ma,h«.  A  nSjK^-OBilw 
campaipn  „i  rk  fa,l  TV 
products.  P,3nned  both 

In  the  commereiaU  o  • 
figures  run  onto  thn  ’  ,n,mated 

Playmg  f,eld  ';;earr,?Mife 

much  hke  the  a!££!?i*  VWy 
gaemmeserS  ^  ,hc 

Championship  'ha,Wor,d 
players  with  tl^S  8rOV,de 

competition  and  slram"86', 
r°The,Woarrdr0CfhSSi0nal'e0am- 

Ssrcii^«e 

real  football  quarterbacks  do  An 
unlimited  number  of  plays  can 
be  programmed,  including 

passes,  hand-offs.  laterals  and 
screens. 

The  World  Championship 
Baseball  commercial  notes  the 
game  permits  players  to  choose 
team  line-ups  from  a  15-man 
roster,  which  is  included  with 
the  game’s  instructions,  or 
select  a  standard  line-up. 


n 


Aiwa  theme: 

simplicity, 

technology 

Moonachie,  n.j. — 

Simplicity  in  use  combined 
with  high  technology  is  the 
theme  Aiwa  is  emphasizing  in  a 
stepped-up  ad  c  rtising  campaign 
for  its  cassette  decks  and 
mini-components. 

The  ad  budget  calls  for 
expenditures  ot  “several 
hundred  percent  more  than 
previous  campaigns,’’  says  Tom 
MurthaofH  md  Advertising, 
the  .Aiwa  Agency.  The  ads  will 
rnclude  some  color  for  spot 
markets  and  w  ill  continue  for  the 
balance  of  the  year. 

Space  Technology’’  is  the 
•cadline  on  a  mini-component 
3  scheduled  to  appear  in 


Penthouse,  Psychology  Today, 
Rolling  Stone,  Cosmopolitan, 
Opera  News,  W  orking  Woman, 
Ms.,  and  Scientific  American. 
The  copy  explains  that  the  mini 
system  has  “technology  so 
advanced,  size  is  immaterial. 
Only  efficiency  counts.  Instead 
of  trying  to  impress  you  with 
oversized,  overcomplicated 
components,  the  Aiwa  M-501 
Mini  Component  System  leaves 
you  with  just  one  impression: 
awesome  performance.” 

For  insertion  in  High  Fidelity, 
Stereo  Review,  and  buff 
publications  the  two  print 
campaign  ads  carry  banners  of 
“Simply  overwhelming/ 
Overwhelmingly  simple”  and 
“Simply  incredible/incredibly 
simple.”  The  first  explains  how 
advanced  microcomputer  features 
of  the  Aiwa  AD-M800  cassette 
deck  make  its  operation  extremely 
simple  and  accurate. 


Space  technology 

Ijw.lt....  .1  -*-•*-*-  Am.  U.VH  Mini  CttMMBl  Sy»l*n.  An  audio 


W,  i*  looking  at  the  uKr»djbi«  Aiwa  M-ftOl  Mini  Compon«t 
In.  ,4  irj  .r.M  U>  iropreaa  jmx  omwaftd.  ovgroumplimt<d  c**^***. 

*Uh  Aiwa,  trchnolc^fv  AwTgMi  with 
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TDK  intros 
new  cassette 
ad  campaign 

Continued  from  Page  72 

,ah“  d -P  «  r  T  D  KrhCaT  lefi  nSedr ' C  " 

Machine’*'  Amazing  Music 
intrnd  camPaign,  and  has 
oduced  a  new  print 

advertising  and  broadcast 
campalgnunderthetheme 

iviusic  Lives  on  TDK.” 

The  campaign  is  designed  to 
Position  the  Premium  Series  of 

An  "a  n  biaS’  SA  h,gh  bias, 

AD  and  D  normal  bias  cassettes 

as  well  as  the  LX  Professional 

Mudio  Series  of  open-reel  tapes 
as  an  integral  part  of  the 
consumer’s  everyday  lifestyle, 
says  TDK.  While  supporting  the 
entire  Premium  Series,  the 
campaign  will  provide  additional 
support  of  the  AD  (Acoustic 
Dynamic)  audio  cassette,  whose 
hot  high  end  “makes  it  a  natural 
for  the  growing  autosound  and 
portable  consumer  markets.” 

The”  Music  Lives  On”  TDK 
program  broke  in  April  issues  of 
leading  consumer  magazines 


//As~ 


A  ad  for  its  M-501  Mini  ^mponent  s: /si  . 

jy  is  so  advanced,  size  is  immaterial, 
i:  awesome  performance. 


TDK  cassettes  give  music  a 
greater  dimension,  states  new 
lifestyle  advertising. 

and  on  network  television  during 
the  last  week  in  March.  The 
campaign  is  targeted  to  run 
through  the  fall  of  1981,  through 
the  end  of  the  pre-Christmas 
selling  period. 

A  corporate  campaign— 
“TDK;  The  Future  in  Sound 
And  Pictures”— is  designed  to 
reinforce  TDK’s  pivotal  role  in 
the  developmental  history  ot 
magnetic  recording  tape  and  its 
continuing  role  in  future  product 
areas.  The  four-color  and  black 
and  white  print  campaign  is 
currently  running  in  United 
States  and  international  business 
publications  and  will  run 
throughout  the  year. 

AH  four  campaigns  were 
designed  and  produced  by  the 
Phillip  Stogel  Company,  New 
York. 


Rex  Teich  and  Jerry  Kloppenburg, 

(L  to  R),  principals  of  Koss  ad 
agency,  hold  ad  award. 

Koss  radio  ad 
wins  top  honor 

\yf  ILWAUKEE-The 
1VA  Milwaukee  Advertising  Club 
gave  its  two  top  prizes  in  an 
annual  competition  to 
Kloppenburg,  Switzer  &  Teich, 

Inc.  for  its  Koss  Corp.  radio 
commercial  featuring  Los  Angeles 
radio  comics  Dick  Orkin  and 
Bert  Berdis. 

KS&T’s  “Serenity”  spot, 
featuring  a  humorous  dialog 
about  stereophones,  won  first 
place  for  a  60-second  radio 
commercial,  and  the  Koss  ad  also 
received  the  James  Boyce  award 
for  the  best  entry  in  the 
competition. 

Target  audience  was  the  18-24 
year  age  bracket. 

ITT  slates 
national  ads 
on  Ultra  80 

/^LARK,  N.J. — ITT  Personal 
^Communications  is 
promoting  the  Ultra  80 
telephone  with  a  national  print 
ad  scheduled  to  run  through 
September. 

A  full-page  black-and-white 
ad  depicts  the  one-piece 
electronic  phone  in  the  open  and 
closed  position  and  highlights 
some  of  its  features,  including 
Memory  Redial.  Tel-Pulse 
Dialing  and  the  Ringer  Shut-Off. 

According  to  Lou  Gervolino, 
vice  president  of  marketing,  the 
headline  of  the  ad,  “An  open 
and  shut  case  for  owning  your 
own  phone’’  demonstrates  “the 
unique  action  of  the  telephone” 
and  “reassures  the  consumer 
that  phone  ownership  is  legal. 
Our  ad  copy  reinforces  the 
concept  of  owning  versus 
renting  and  suggests  that  the 
most  exciting  phone  to  own  is 
the  Ultra  80.” 

The  ad  will  appear  in  Popular 
Science.  Omni ,  Family  Circle, 
Esquire.  Southern  Living  and 
Metropolitan  Home  through 
September.  Some  spot  TV  is  also 
scheduled  for  the  summer 
months. 

ITT  Personal  Communications 
will  soon  announce  an  additional 
campaign  for  the  Fall/ 

Christmas  season. 
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Paks  picked  as  perfect  partners 

(Say  it  fast  three  times) 


Dealers  report  booming  soles  of 
our  newest  combination:  the  Music 
to  Go  paks,  with  our  IASER,  UHD/I1 
money-moking  cassettes. 

These  popular,  eosy-ro-hondle 
cassette  storage  ond  travel  poks 
come  in  o  variety  of  stylish  colors 
ond  will  accommodate  the  IASER 
UHD/n  cassettes. 


You.  os  the  dealer,  con  moke  more 
money  by  selling  this  high  demand 
combination.  Your  customers  will 
love  if.  They  con  use  if  In  their  cars- 
ortoched  to  visors  or  dashboards. 
They  can  wear  it  on  belts  while 
skating,  biking,  jogging,  hiking,  etc. 
It's  easily  attached  to  player/ 
recorders  or  carried  in  totes  or 
bockpaclss. 


This  corduro  nylon  music  wallet  with 
adhesive-backed  velcro  fasteners  is 
stylish,  handy,  convenient  and  a  top 
seller.  Order  your  strap  paks  (with  3 
cassettes)  or  car  paks  (with  6 
cassettes)  today  and  watch  your 
sales  go  up.  up.  up 

Co-op  advertising  funds  available 
Contact  your  local  representanve  or 
SICO  for  details 


t 


SICO 

A  Swn  4*  lnt«rM<iynclii  *  C  ompany 
234  W  146th  Siravi,  Gurduna.  CA  90248  (213)  SIS  0494 

Circle  No.  39  on  product  curd 


Arden  Thompson 


an- 


Fltnwood  Park.  N.J.. 
f/C*  ^ 'J|a,  \iartin  J.  Homlish  has 

f ^Ined  marketing  and  plan- 
n  paeer  Videodisc  Division. 
r  '-£  *  formerly  national  sales 
fl£*a*’sn'  at  United  Audio,  will  be 
•Jg*  for  planning  and  co- 

*3Tatiog  sa,es  °f  J'C  s 
v^  AHD  '‘ideodisc  sysTem- 

Com.*  Milwaukee,  names 
**  garragn  •  formerly  of  Shu  re 
to  be  catalog  showroom 
Barragry  succeeds  Tom 
who  becomes  Koss  regional 
^  manager  north  central  Mid- 

Re* 

\ld«o  Corp.  of  America,  New  York, 
elects  Arden  Thompson  as  general 
sinager  of  its  new  -  Telectronics 
Video  Services  Western  Division. 
With  the  opening  of  the  new  West 
Coast  operation.”  says  Thomas 
PeMaeyer.  executive  vice  president 
>f  Video  Corporation  of  America. 
Telectronics  becomes  the  only 
company  with  coast-to-coast  video- 
assene  duplication  capability.” 
Thompson  has  been  with  Telec- 
Ti.nics since  l0”7.  most  recently  as 
oce  president  i  engineering  in  the 
company’s  videotape  duplicating 
faolirv'  in  Des  Plaines.  Ill. 

Magnetic  Video  announces  the 
following  appointments: 

Setnaor  Horowitz,  formerly  vice 
president  of  programming  for  ABC 
Oa-ned Television  Stations  Division, 
tooomes  vice  president  of  program¬ 
ing  at  MYC  In  his  new  position, 
k  will  be  responsible  for  develop¬ 
ment  of  prerecorded  videocassette 
if.o  videodisc  products. 

Suresh  I  Ray )  Seth,  former  vice 
Sfesdent.  controller,  for  Twentieth 
Cemury  Fox’s  Telecommunications 
Vision,  is  named  to  the  new 
P'-'Xiiiun  vice  president  ,  finance. 
«MYC. 

^flliam  M.  Mooney,  previously 

sector  of  finance  at  MVC.  is 

to  the  office  of  the  vice 

t^ttjdent,  controller. 

Electronics  Hawthorne, 

.  naTOes  William  Gillis  vice 

P^jdu  nt  mar^et‘n§  f°r  v'cleo 

^ncts.  Gillis  formerly  was  mar- 
®anager  for  residential 
Waatern  Electric.  Prior 
was  manager  of 
Wj„C,in8  ^  Western  Electric  s 
^  Product  Une. 

^ 'W«o  Eoterpriives.  New  York. 
lce*  that  James  T.  Shaw  has 

^  aPP°inted  vice  president  in 

°f  marketing.  In  his  new 


Fred  Redden 


wonha:fisssrnrn°r,he 

promotion  and  merchandlsf^^' 
»mpanv  VanOUSdi™,0nSof'he 

i»l«!0ia"ldABCaS1*™ 

m  1963  and  became  vice  president 

^wk0,  SKleif°r  the  network  “ 
ARr  u  ^  he  held  thal  Position, 
ABC  became  the  world’s  largest 

advertising  medium.  He  became 
vice  preside  of  ABC  Television  in 
19/8  and  joined  ABC  Video  Enter¬ 
prises  in  1980. 

Magnavox,  Knoxville.  Tenn..  an¬ 
nounces  that  Gerald  S.  Clabrese  has 
been  named  general  manager  of  its 
New  York  office  and  that  Jeffrey 
Repka  has  been  appointed  New 
York  sales  manager. 

The  company  also  announces  that 
Ray  man  E.  Stanelle  has  been, 
appointed  audio  marketing  man¬ 
ager  in  the  Southeast  and  the 
Southwest. 

Calabrese  joined  Magnavox  in 
1972,  and  Repka  came  to  the 
company  in  1976.  Stanelle  has  spent 
the  last  3V2  years  as  Magnavox’s 
regional  manager  in  the  Atlanta 
area. 

Technidyne,  Houston,  Tex.,  ap¬ 
points  industry  veteran  Fred 
Redden  to  be  national  sales  man¬ 
ager.  Redden’s  experience  in  the 
electronics  industry  includes  posi¬ 
tions  at  Hy  Gain,  Rockwell,  and 
GTE  Sylvania.  Most  recently  he  was 
a  principal  ow-ner  of  a  manu¬ 
facturer’s  representative  firm  in 
Ohio. 

Ampex,  Redwood  City,  Calif., 
names  Stanley  W.  Faught  to  be 
general  manager  of  its  Magnetic 
Tape  Division.  Faught  formerly  was 
plant  manager  at  Ampex’s  audio- 
video  systems  manufacturing  facili¬ 
ty  in  Colorado  Springs.  Colo.  He  has 
worked  at  Ampex  for  six  years. 
Before  that  he  spent  11  years  at 
Honeywell. 

Norih  American  a" 

nounces  the  election  of  Rupert  . 
Cavanagh  as  senior  vice  P«s,d«" 

and  Albert  A.  Ru«n*r  “  ™ 

oresident.  The  announcement  «as 

Pieter  C.  Vtok.cha.rman 

vice 

5t3caJ=a5 

srt  a  ■=**,■= « 

specialization  but  will  also  ™ 
new  manageria^ - 


loS  "f?  J°med  the  «>mpany  in 
W  and  became  vice  president  of 
corporate  development  and  engi¬ 
neering  in  1973.  Ruttner  joined 
iNorth  American  Philips  in  1975  and 
was  named  director  of 
relations  in  1977. 


public 


Berman-GravelewCo.,  Costa  Mesa. 
Calif.,  a  manufacturer’s  representa¬ 
tive  for  audio,  video,  and  other 
kinds  of  consumer  and  industrial 
electronics  products,  announces 
that  Andy  Pipon  has  been  named  a 
key  account  salesman  in  its  Ad¬ 
vanced  Consumer  Electronics 
Division.  Pipon  has  more  than  10 
years  of  experience  in  consumer 
electronics,  mainly  in  the  toy 
industry. 

The  Electronic  Industries  Associa¬ 
tion’s  Consumer  Electronics  Group 
announces  that  Thomas  D.  Mock, 
formerly  senior  project  engineer  at 
Raytheon,  has  joined  the  E1A/CEG 
as  staff  engineer.  At  EIA.  Mock  will 
have  responsibilities  in  the  Con¬ 
sumer  Electronics  Group's  new 
Personal  Electronics  Division,  and 
will  also  work  on  special  assign¬ 
ments. 

Easterling  Industries — the  parent 
organization  of  Total  Video  Supply. 
The  Video  Store.  VideoMed  and 
Liberty  USA — appoints  Richard  A. 
Colt  executive  vice  president.  Colt 
comes  to  Easterling  from  Bourns, 
Inc.,  Riverside,  Calif.,  where  he- 
was  vice  president/corporate  mar¬ 
keting  and  business  development. 

James  B.  Lansing  Sound  (JBL). 

Northridge,  Calif.,  names  Stewart 
Greenberg,  formerly  vice  president 
of  audio  products  at  ^  amaha.  to  be 
vice  president  of  marketing  and 
sales.  Greenberg  succeeds  Ed  Hart, 
JBL’s  former  executive  vice  presi¬ 
dent  of  marketing,  who  left  the 
speaker  company  to  become  presi¬ 
dent  and  chief  executive  officer  at 
Phase  Linear. 

At  Yamaha.  Greenberg  has  been 
succeeded  by  Jay  Eagle,  formerly 
Yamaha's  national  sales  manage*. 
Eagles  new  title  »  distant 
division  manager  of  audio. 

jerry  Kalov,  president  of  J1*L. 
says  that  Greenberg  wiU  dire, 
domestic  and  ‘O'ernanona^  sales 
and  marketing  ,«*££  and  pro. 


Stewart  Greenberg 


build  our  outstanding  dealer  organi¬ 
zation  and  achieve  our  present 
market  position”  will  continue 
without  interruption  under  Eagle’s 
guidance,  “with  many  exciting  new 
developments  forthcoming  in  the 
months  ahead.” 

Greenberg  has  worked  in  the 
audio  industry  for  10  years.  From 
1971  to  1973.  before  joining 
Yamaha,  he  was  produa  manager 
for  Fisher  Radio. 

Eagle's  background  includes  12 
years  in  audio  retailing.  Before 
joining  Yamaha  in  19  .  he  was  vice 

president  of  Sound  Studio  Inc.,  a 
chain  of  audio  specialty  stores  in 
Delaware  and  Maryland. 

JBL  also  announces  that  Jack 
Curran,  an  eight-year  veteran  of  the 
hi-fi  industry,  has  been  appointed 
district  manager  of  its  Southern 
California  Audio  Team.  Curran, 
formerly  a  sales  representative  with 
CalWest  Marketing  South,  has  also 
held  sales  and  sales  management 
positions  with  Pacific  Stereo  and  the 
Federated  Group. 

BSR  Consumer  Products  Group, 

Blauvelt,  N.Y..  promotes  Carl  Lind¬ 
quist  to  advertising  manager. 

Formerly  manager  of  marketing 
services  and  communications,  Lind¬ 
quist  reports  to  \  ic  Amador, 
president  of  the  group.  Lindquist  is 
responsible  for  the  coordination  of 
all  advertising,  including  sales 
promotion  and  collateral  materials. 

RCA,  New  York,  names  Lam  Estes 
to  be  director  of  feature  film 
programs  for  SelectaVision  video¬ 
discs.  Estes,  previously  director  of 
feature  film  marketing  at  Films 
Inc.,  will  be  responsible  for  the 
analysis  and  scheduling  of  major 
studio  releases  for  RCA  Selecta¬ 
Vision  discs,  as  well  as  acquisition 
and  scheduling  of  independent  film 
programs. 

CBS  Video  Enterprises,  New  York, 
names  Lam  Stern  vice  president  of 
finance.  Stem  previously  was  vice 
president  of  finance  for  the  com¬ 
pany’s  Toy  Division. 

Zenith  Data  Systems.  Glenview, 
Ill.,  adds  two  members  to  its 
marketing  communications  stall: 
Alan  G.  Stewart,  sales  training 
manager,  and  Joy 


loudspeaker 

fe“' Hna  ,  oO  aniaha  lnfernadona). 
president  of  Va">a  regrets 

says  that  Fbut  is  confi- 

Greenberg  s  ?ePa"“*  ^  and 

de°',Jh?ha,  have  enabled  usjo 
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\nne  Newton. 

niuuagva. - -  -  .  .  _ •  , 

marketing  communications  special¬ 
ist  Newton  previously  was  market 
support  specialist  with  Zenith  Dis¬ 
tributing  Corp.  of  Illinois.  Stewart 
comes  to  Zenith  from  Moore 
Business  Forms,  where  he  held 
sales  and  marketing  positions. 
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M  l  Electronics.  Washington,  D  C  . 
announces  the  appointment  of  t*o 
no.  sales  representatives  for  its 

high-fidelity  loudspeakers:  Lmtern 

Associates.  Warrenvtle.  III.. 
Minnesota.  North  Dakota  and  South 
Dakota,  and  Robert  E.  Boyle  Sales. 
Okemos.  Mich.,  for  Indiana  and 
Kentucky. 


Audio  Electronic  Systems,  Inc.. 
(AES),  a  subsidiary  of  United 
Speaker  Systems.  Inc.,  names  Fahy 
Marketing  Associates.  Marleton. 
N.J..  to  represent  its  products  in  the 
Mid-Atlantic  area,  including 
southern  New  Jersey,  eastern 
Pennsylvania.  Maryland,  and  parts 
of  Virginia.  AES  also  appoints  Wil- 
loughby-Fowler  Co.,  Inc.,  Richard¬ 
son,  Tex.,  to  represent  its  high- 
fidelity  speakers  in  Texas,  Oklahoma, 
Arkansas  and  Louisiana. 


Tiger  Electronic  Toys  Inc.,  Mun¬ 
delein.  III.,  announces  the  appoint¬ 
ment  of  new  sales  representatives 
lor  the  following  territories: 

Waldman  Sales  Corp.,  Jenkin- 
town.  Pa.,  for  Delaware,  Maryland, 
southern  New  Jersey,  northern 
Virginia,  and  Pennsylvania;  Phil 
Johnson  Associates,  Denver,  for 
Nevada,  Utah,  Airzona,  New  Mexi¬ 
co,  Colorado,  Wyoming,  Idaho. 
Montana,  and  El  Paso,  Texas;  and 
Lee  Sherman  Associates.  Los 
Angeles,  for  southern  California. 


Tiger  also  announced  that  the 
following  sales  representatives  now 
are  handling  its  new  K-2-8  calcu- 
lator: 

Royal  Sales.  Burbank.  Calif.,  in 
southern  California;  Manny 
Charach  Associates.  Southfield. 
Mich.,  in  Michigan;  Consolidated 
Sales  Associates.  New  York,  in 
Nassau  and  Suffolk  Counties, 
northern  New  Jersey,  and  the 
metropolitan  New'  York  area;  Fine 
Sales  Corp.,  Hiaheah.  Fla.,  in 
Florida. 

Flannigan  and  Associates,  St. 
Louis,  in  Iowa,  Nebraska,  Kansas 
and  Missouri;  and  Aaron  Kranitz  of 
Cleveland  in  Ohio. 

Also  named  were:  Lynch-Cohen 
Associates.  Revere,  Maine,  in 
Massachusetts,  Rhode  Island,  New 
Hampshire.  Connecticut,  Maine 
and  Vermont;  Top  Sales  Co.. 
Charlotte.  N.C.,  in  Virginia,  North 
and  South  Carolina.  Tennessee  and 
Georgia;  S&P  Sales,  Dallas,  in 
Texas,  Oklahoma,  Arkansas.  Louisi- 
anna  and  Mississippi;  and  Key 
Marketing  Co.,  Minnetonka,  Minn., 
in  Minnesota. 

Sharp  Electronics.  Paramus,  N.J., 
announces  its  audio  and  video 
products  are  now  being  represented 
in  Oklahoma  and  parts  of  Texas  by 
Trice  Electronics,  Oklahoma  City. 

Pentagon  industries,  Chicago,  an¬ 
nounces  that  Encore  Marketing,  a 


new  sales  rep  firm,  will  represent 
its  cassette  tape  duplicators  in 
Illinois.  Iowa,  Michigan,  Indiana, 
Minnesota.  Wisconsin,  Kansas. 
Kentucky,  Missouri.  Nebraska,  and 
North  and  South  Dakota.  Encore 
Marketing  is  headed  by  Jim  Dow, 
Pentagon’s  former  vice  president  of 
marketing.  and  Joseph 

Hollenkamp,  the  company’s  former 
national  sales  manager.  Tom 
Horton,  president  of  Pentagon,  says 
that  his  company  fully  supports  the 
new  rep  venture.  “This  is  a  unique 
opportunity  for  Jim  and  Joe  to 
establish  their  own  business,”  he 
says.  “We  are  pleased  to  be  able  to 
continue  to  work  closely  in  their  new 
venture.” 

BES  (Bertagni  Electroacoustic  Sys¬ 
tems).  Costa  Mesa,  Calif.,  an¬ 
nounces  six  new  sales  representa¬ 
tives  for  its  high-fidelity  loud¬ 
speakers: 

Steve  Rowson  and  Associates. 
Fayetteville,  N.Y..  for  upstate  New 
York;  Don  Flack  Marketing,  North¬ 
brook.  Ill.,  for  northern  Illinois, 
eastern  Wisconsin  and  upper 
Michigan;  Emerson  &  Hines  As¬ 
sociates,  Inc.,  Albuquerque,  N.M., 
for  Arizona,  New  Mexico,  southern 
Nevada,  and  parts  of  Texas. 

Spectra  Sales  Co.,  Chagrin  Falls, 
Ohio,  for  Ohio,  West  Virginia  and 
Pennsylvania;  Ted  Kelly  Sales, 
Eden  Prairie,  Minn.,  for  Minnesota, 
South  Dakota  and  parts  of 


Wisconsin;  and  D.S.  Wilson  & 
Associates.  Chevy  Chase,  Md..  for 
Virginia;  Washington,  D.C.; 
Maryland;  Delaware;  eastern 
Pennsylvania,  and  southern  New 
Jersey. 

Activision,  Santa  Gara,  Calif, 
announces  the  appointment  of  New 
West  Marketing,  Mountain  View. 
Calif.,  as  its  sales  representative  in 
northern  California  and  Hawaii. 
New  West  is  a  partnership  recently 
formed  by  William  Grubb,  formerly 
vice  president  of  sales  and  market¬ 
ing  at  Atari,  and  Howard  Kosofsky. 
an  11 -year  sales  veteran  in  the  toy 
and  game  industries. 

Sampo  Corp.  of  America,  Elk  Grove 
Village,  Ill.,  names  Berman-Gravley 
Co.  Inc.,  Costa  Mesa,  Calif.,  as  its 
new  sales  representative  in  South¬ 
ern  California.  Dick  Gravley  and 
audio  industry  veteran  Jack  Berman 
are  the  principals  of  the  rep  firm. 

Tecknit,  Inc.,  Cranford,  N.J.. 
announces  the  appointments  of 
three  new  sales  representatives: 
McFadden  Sales,  Inc.,  Columbus, 
Ohio;  Industrial  Representatives. 
Inc.,  Chicago,  and  EIR,  Inc.. 
Altamonte  Springs,  Fla. 

Bib,  Richardson,  Tex.,  appoints 
Tree  &  Associates,  Elk  Grove  Vil¬ 
lage,  Ind.,  for  Wisconsin  and  north¬ 
ern  Illinois. 
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MILITARY 


The  M.J  Domel  Company  is  a  manufacturer's  representative  that  sells  exclusively  to  the  military  PX 
system  and  provides  In-store  service  and  demonstration-worldwide  through  our  own  sales  force  in: 

__  Denver.  CO  San  Diego.  CA 

a.hlngton  DC  Dayron.  OH  San  Francisco.  CA 

rucoia.  Frankfurt.  Germany  (Europe)  Honolulu.  HI  (Pacific) 

^  EESL.*  KESf"0 

‘The  'M.  <J.  'Oamti  Company 


3003  LBJ  Fwy.  •  Dallas.  TX  752T4  •  mat  h7n.7777 
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Representing 
Advanced 
Consumer 
Electronic  and 
Audio  Companies 

m  Ohio,  Western  Pennsylvania, 
and  W'est  Virginia. 


JOHN  STEPHENSON 
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TOM  KUKLA 
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We  Are  Staying 

4t  «*»*  HOLIDAY  inn  Lake  Shore 

»  2J  Bm  .vile  Road  Richfield,  Oh.o  44286 
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BERMAN-GRAVLEY  CO.,  INC. 
350-B  Fischer  Avenue 
Costa  Mesa,  CA  92626 
(714)  549-2122 
Sales  Representatives 
So  California.  Arizona.  &  Nevada 

Contact  Rick  Hinthorne 
Vice-President 

Advanced  Consumer  Electronics 


,M  AR  K.1-:  n 

Howard  B.  Kowdsky  mu  Grubb 

201  San  Antonio  Ci rdc  Suit*  to? 
Mountain  View  California  **4040 

(4 15)  941 ’5100 
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minute  changes  may  occasionally  ,c:iu 

unavoidable  omissions  or  errors 


s  and  cons  of 
Lj(*|  audio  sound 


l&EI 


events 


.  .  What  docs  it  mean  and  why 

^ '"one  b' interested? 

^iiM  ,  j(  n1eans  a  more  accurate  way  of 

'  p;.'il ;i  ' ,  rhe  recorded  sound  from  the  source 

,hc  lis,encr  ,vou,an<1  ">e>.  II  -c'S^ 

,l.'5sa  i  h  less  distortion,  no  noise  or  loss  and  no  wow  or  fl„..  v 
>“  !h '  entire  crash  of  the  loudest  cymbals,  undistorted  a  2“ 

'•,l’h«nt  Huicl  of  8  C°nCert  ha"  be,"Cen  m,mbers  "i, ho,„  hiss" 
df*  tr  digits'  is  quite  expensive  and  not  very  available  Jot 

H'^'jAudio  differs  from  the  normal  analog  or  "bias"  me,hod  of 
since  it  is  a  series  of  pulses  instead  of  a  steady  signal  f 
<^Z  intensity.  In  some  ways  there  is  a  comparison  to  the  early 
T'rJpH  systems  that  preceded  the  telephone.  It  was  probably  no 
'fk'S,hat  telegraphy,  the  first  widespread  electronic  method  of 
Cmunication,  was  also  a  senes  of  pulses,  dols  and  dashes.  I.  was  an 
to  accurately  convey  information  without  having  to  measure 
•  t  nsityofa  sometimes  unreliable  signal. 

digital  audio  systems  use  a  series  of  14  or  16  pulses  (bits)  in 
‘  telegraph  dot  or  dash.  Each  of  these  series  of  16  bits  is 
r , .  ..word."  Compared  to  a  telegraph,  however,  the  system  is 
Ordinarily  fast,  sending  40.000  or  50.000  "words"  per  second.  It 
4  this  high  transmission  speed  plus  the  reliability  of  pulses  that  make 
Coital  audio  an  advanced  system. 

To  set  the  maximum  advantage  of  digital  audio,  the  original  sound 
<«rce  is  encoded  into  a  series  of  pulses  even  before  it  is  put  onto  the 
master  recording.  This  master  may  be  mixed,  edited  and  duplicated 


rrmny  times  wit  Ho 

words)  are  really  a  coHp  at!on  °* ,bc  sound-  The  pulses  (digital 

sounds  to  reproduce*  a  VJ6  ma^  p,ayback  device  to  tell  it  exactly  what 
encoded  and  thn*  n,  not  bcard  at  the  original  source  is  not 

scratch,  pops  or  die:/  repro  ac'cc^-  V|f°w  and  flutter,  tape  hiss,  record 
reproduced  If  th  •  a  ,”n*  3  lave  no code  and  simply  are  not 
reproduce  a  much  1s,complex  enough  (14  or  16  bits)  it  can 
means  both  the  1  'a*  dynam’c  range  than  bias  recording.  This 
and  noise  free  ^  the  C'uietest  S°unds  arc  distortion  free 

digital  atwJiVt*1  One  Pr<J^erns  fbat  bave  limited  an  immediate  jump  to 
necessary  onl  J  c  ccll|ipment  problem.  Since .high  data  speed  is 
audio  tin;  nl  y  V,de°  tape  players’  ccrtain  nmltitrack  high  speed 

handlJSS' C  VidC0  dlSC  P'ayerS  haVC  ,he  capabim  ' *° 

disc  svstem  F  I.  ,e  requirement  to  dedicate  a  video  tape  or  video 
easv  dpeicir*  °  i U  or  w^bout  video)  is  a  costly  one  and  not  an 

record  in  o  add,tio”  there  is  heavy  investment  required  by  the 

Further  UC  °S  °r  encoding  and  processing  equipment, 

ind  di  ere  must  be  a  set  of  standards  so  that  digital  audiotapes 

m  fSCS  WI  c  ab*e  werk  on  a  wide  range  of  plavback  machines 
manufactured  by  different  companies. 

*  *?ra*  ce.r^a*n  that  the  obvious  advances  in  sound  quality  made 
P(  ssi  c  v  digital  audio  will  push  the  technology  into  eventual 
consumer  acceptance.  However,  the  problems  of  cost  and 
stan  ardizatiori  are  real  and  must  be  effectively  addressed  before 
w  i  espread  use  is  possible.  It  seems  that  the  very  highest  technical 
sound  quality  must  be  the  goal  so  the  consumer  will  easily  recognize 
the  perceived  value  of  a  completely  new  system. — Jay  Smith  UI 

Jay  Smith  is  founder  and  president  of  Smith  Engineering.  Santa 
Monica.  Calif. 


Survey  predicts  home  electronic  explosion 


NEW  YORK— Electronic  video  and 
computer  units  for  home  use, 
practically  unheard  of  10  years  ago, 
have  “plugged”  into  households 
throughout  the  United  States  and 
Canada,  and  are  on  the  verge  of  a 
popularity  explosion  within  this 
jecade,  according  to  a  comprehen- 
iive  survey  recently  conducted  by 
Dresner,  Morris  Si  Tortorello  Re¬ 
search,  Inc.  (DMT),  and  LINK,  a 
subsidiary  of  International  Data 
Corporation. 

However,  the  survey  also  found 
hat  many  Amei  i-  ns  harbor  a  con¬ 
cern  that  the  late  advances  in  elec- 
ronic  home  pred  icts  could  intrude 
w  their  lives. 

DMT,  a  New  .Vrk-based  research 


firm  specializing  in  conducting  and 
interpreting  survey  results,  prepared 
the  survey  in  collaboration  with 
LINK,  a  consulting  firm  in  new 
electronic  media  and  mass  market 
information  systems,  for  10  clients: 
AT&T,  Chemical  Bank,  General 
Electric,  GTE,  Time  Inc.,  IBM, 
Dow  Jones,  Canadian  Cable  Sys¬ 
tems,  American  Broadcasting  Co. 
and  Exxon  Enterprises. 

To  develop  this  survey,  DMT 
conducted  focus  groups,  and  tele¬ 
phone  interviews  with  1,003  adults 
drawn  proportionately  from  dif¬ 
ferent  regions  of  the  continental 
United  States,  plus  150  Canadian 
residents.  The  sample  was  divided 
into  two  groups:  those  who  own  or 
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lease  at  least  one  electronic  video 
entertainment  system  (other  than  a 
TV  set)  or  home  computer,  and 
those  who  own  or  lease  none  of 
these  devices  or  systems.  As  expect¬ 
ed,  the  first  group  was  more  likely 
to  purchase  new  electronic  video 
and  computer  units  than  the  “in¬ 
experienced”  group. 

Trail  Blazer 

According  to  the  survey,  cable 
television,  the  trail  blazer  for  this 
new  generation  ot  electronic  home 
products,  has  become  extremely 
popular.  Of  those  interviewed  who 
already  subscribe  to  CATV  or  pay 
TV  systems,  nearly  two-thirds 
(61  percent)  expressed  satisfaction 
with  their  service.  Furthermore, 
more  than  a  third  (38  percent)  ot 
those  who  do  not  currently  sub¬ 
scribe  to  cable  TV  said  they  are 
likelytodosointhetuture. 

The  DMT  survey  also  tound  that 
a  significant  segment  of  the  U.S. 
population  will,  within  the  next  tew 
years,  purchase  videocassette  re¬ 
corders  (VCRs),  video  games  such 
as  “Atari”  and  “Odyssey”  and. 

"’RaMhe  biggest  electronic  change 

BU  l"  Jill  see  in  their  homes  in 
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on  lhe  LEISURE 


computer  terminal — in  much  the 
way  that  a  travel  agent  or  stock 
broker  can  “call  up”  various  in¬ 
formation  for  his  clients.  Such  a 
home  information  system  could  be 
used  for  a  variety  of  functions,  e.g., 
comparison  shopping,  local  news, 
consumer  reports,  up-to-date 
budgeting  and  tax  information,  edu¬ 
cational  information,  medical  and 
home  health  information. 

Nearly  half  of  the  sample  indi¬ 
cated  a  desire  for  information  sys¬ 
tems  to  be  two-way,  or  interactive. 
This  capability  would  allow  them  to 
use  their  home  computers  for  such 
additional  transactions  as  making 
airline  and  hotel  reservations,  vot¬ 
ing  in  elections,  preparing  tax  re¬ 
turns,  taking  courses,  paying  bills, 
turning  appliances  and  security  sys¬ 
tems  on  and  off,  arranging  bank 
loans,  playing  video  games,  parti¬ 
cipating  in  game  shows  at  home, 
or  sending  messages  to  others  who 
also  have  this  system. 

Respondents  indicated  some  con¬ 
cerns  about  an  interactive  home  sys¬ 
tem  particularly  with  regard  to  a 
fear  of  “Big  Brother”— that  one’s 
privacy  could  be  invaded. 

DMT’s  and  LINK’S  research  ana¬ 
lysts  concluded  that  most  people 
don’t  want  the  home  electronic 
revolution  to  radically  alter  their 
lives,  but  to  change  only  the  means 
by  which  they  collect  information 
or  perform  certain  tasks.  The  DMT- 
L1NK  report  concludes:  ‘Re¬ 
spondents  indicate  .  .  .  that  they 
wish  the  new  system  to  be  con 
sistent  with,  rather  than  to  replace, 
their  present  lifestyles.” 
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Dot  matrix 
display  for 
games ,  graphs 


HUDSON,  Ohio— Crvstaloid  Elec¬ 
tronics  Co.  now  offers  a  versatile  32 
bv  32  dot  matrix  LCD  and  a 
32-character  alphanumeric  display 
for  use  with  terminals  and  micro¬ 


processors. 

The  company  says  that  its 
low  -power  32  by  32  dot  matrix  LCD 
can  be  used  in  a  wide  variety  of 
applications,  including  handheld 


Crystaloid’s  LCD  display  for 


terminals  and  microprocessors. 


electronic  games,  and  symbol  and 
bar  graph  applications. 

The  32-character  display,  the 
Alpha  I,  includes  a  programmable 
controller,  a  liquid  crystal  display, 
and  display  drive  circuits.  Charac¬ 
ters  are  0.22  inches  high  and  each  is 
displayed  in  a  5  by  7  dot  matrix  with 
a  two-column  space  between  char¬ 
acters.  The  controller  will  interface 
with  any  8-bit  microprocessor,  the 
company  says. 

Crystaloid  Electronics  Display- 
Circle  No.  156  on  product  card 


National  Semi  debuts  stereo  chip 


SANTA  CLARA,  Calif.— A  new  in¬ 
tegrated  circuit  that  provides  direct- 
current  control  of  tone,  volume  and 
balance  in  stereo  applications  is 
now  available  from  National  Semi¬ 
conductor.  . 

The  key  feature  of  the  LM1035  is 
that  the  tone,  volume  and  balance 
controls  can  be  physically  located 
away  from  the  rest  of  the  circuitry, 
says  the  company.  This  is  because 
AC  signals  are  not  routed  to  the 
front  panel.  DC  control  also 
eliminates  the  need  for  high-quality 
dual  potentiometers. 


The  device  operates  over  a  supply 
voltage  range  of  eight  to  20  volts 
and,  for  digital  control,  can  be 
driven  by  a  microprocessor  through 
a  static  digital-to-analog  (D/ A) 
converter. 

Reportedly,  the  LM1035  is  cost 
effective  because  all  functions 
controlling  stereo  tone,  volume  and 
balance  have  been  integrated  onto  a 
single  chip,  and  only  a  minimum  of 
additional  external  components  are 
needed.  With  the  LM1035,  only  a 
single  capacitor  is  required  per 
function.  Previous  designs  required 


two  capacitors  and  two  resistors  per  ! 
function,  as  well  as  two  or  more 
integrated  circuits. 

An  important  optional  feature  of 
the  device  is  a  loudness  control 
which  serves  to  compensate  for 
perceived  changes  in  frequency 
response  at  different  signal  levels. 
This  “physiological  volume  con¬ 
trol”  is  based  on  the  Fletcher- 
Munson  principle,  reports  the 
manufacturer. 

LM1035— Circle  No.  159  on 
product  card 


Xymox  unveils  20-position  membrane  keypad 


Xymox  Division’s  20-position  keypad. 


MILWAUKEE— The  Xymox  Divi¬ 
sion  of  the  W.H.  Brady  Co.  has 
added  a  20-position  keypad  with 
3/«-inch  centers  to  its  line  of  stock 
membrane  switch  pads. 

The  keypad  has  a  key  size  of  5/8 
inches  by  5/8  inches  with  an  active 
actuation  area  of  l/i  inches  dia¬ 
meter.  The  circuit  configuration  is  a 
5-by-4  X-times-Y  matrix.  There  are 
provisions  for  a  1  /8-inch  diameter 
LED  window  in  the  upper  left-hand 
corner  of  each  key.  Custom  second 
surface  printed  graphic  faceplates 
(printed  on  the  underside  of  shiny, 
textured  or  matte  films)  may  be 
ordered. 

The  Xymox  Division  of  the  W.H. 
Brady  Co.  reportedly  offers  the 
world’s  largest  selection  of  stock 


membrane  switches,  with  1-key  to 
58-key  formats,  stock  faceplates  and 
accessories.  All  are  available 
through  worldwide  distribution. 


says  the  manufacturer. 

Keypads — Circle  No.  169  on 
product  card 


Mini/Bus  prototype  kit  offered  by  Rogers 

ROGERS,  Conn. — A  new  Mini/Bus 
primed  circuit  board  bus  bar 
“prototype  kit"  is  now  available 
front  Rogers  Corporation. 

The  new  kit  is  packaged  spe¬ 
cifically  for  designers  who  are 
building  prototypes  and  want  to  use 
off-board  bussing  techniques  and 
readily  available  off-the-shelf  com¬ 
ponents,  especially  in  large  per¬ 
sonal  computer  memory  units  and 
video  display  units. 

The  kits  feature  six  standard 
configurations  of  the  Mini/Bus  830 
series — a  new  series  of  low-profile 
bus  bars  with  1 2-mil-thick  conduc¬ 
tors  and  more  rugged  pins  for 
reduced  pin  breakage.  These  com¬ 
ponents  reportedly  offer  several 
advantages  over  the  standard 
10-mil-thick  conductor  printed  cir¬ 
cuit  board  bus  bars,  including  a 
better  fit  into  board  configurations. 

Configurations  include  vertical  and 
horizontal  mounted  printed  circuit 
board  bus  bars. 

Another  Rogers  product.  PORON 
mierocellular  urethane,  provides 
j  the  compressive  force  to  make 
pressure  connections  to  the  glass 
plates  of  LCDs. 


PORON  is  currently  used  in 
Milton  Bradley’s  Microvision  game, 
reportedly  “because  of  its  low 
compression  set  and  good  energy 
absorption  characteristics.”  Micro¬ 
vision  is  played  on  an  LCD 
approximately  1.6  inches  square.  A 
piece  of  PORON,  1/lbth  inch  thick, 
with  a  15-lb.  density,  supports  the 
LCD.  The  material  forces  the  LCD 
up  against  a  small  flexible  circuit 


tab,  making  the  signal  connection. 
The  material  also  provides  a  shock¬ 
absorbing  function  important  to 
protecting  the  LCD.  A  second  piece 
of  the  material  is  used  in  the 
Microvision  toy  as  a  keyboard 
cushion. 


Prototype  kit— Circle  No.  160  on 
product  card 
PORON — Circle  No.  161 


Touch  pad  boasts 
long  service  life 

HUNTSVILLE.  Ala.— A  new  tele¬ 
phone  touch  pad  that  uses  conduc¬ 
tive  silicone  rubber  contacts  in  a 
dome-shaped  configuration  offering 
long  service  life  w'hich  also  tolerates 
wide  extremes  of  temperature  and 
relative  humidity  is  available  from 
Hutco,  Inc. 

Typical  contact  resistance  for  the 
TT  Dial.  Model  220.  is  7  to  8  ohms. 
Specifications  guarantee  a  maxi¬ 
mum  contact  resistance  of  20  ohms. 
The  dome-shaped  rubber  contact 
gives  the  user  a  definite  make-an 
break  “feel”  when  operating  the 
keys. 

the  new  pad  is  available  in 
standard  U.S.  telephone  configura¬ 
tion,  or  in  the  user  s  choice  o 
keytop  legends  and  colors, 
provides  BC  signals  tor  telephone 
dialing  and  for  many  other  eontro 
applications  where  finger  toUC 
input  is  desired.  .  . 

Price  is  $4.65  each  in  quantities  o 
1.000.  dropping  to  around  $3  eat 
in  quantities  of  100,000  units. 

TT  Dial— Circle  No.  184  on  Prod“ 
uct  card 
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THAT  WILL  IMPROVE  THE  PERFORMANCE 


OF  BOTH 


Today,  you  and  your  customers 
are  looking  for  the  same  thing.  A 
higher  performance  video  tape. 

Maxell  High  Grade  is  the 
first  Beta  tape  that  will  deliver 
both  bigger  profits  and  better 
pictures. 

To  create  it,  we  use  finer, 
sharper  Epitaxial  particles 
and  our  unique  binder  sys¬ 
tem.  The  resulting  tape  is 
not  only  more  durable 
than  ordinary  video 
tape,  it’s  capable  of 
delivering  sharper, 
brighter  colors,  im¬ 
proved  frequency 
response  and  a 
lower  signal-to- 
noise  ratio. 

These  are 
performance 
differences 
that  today’s 
more  sophis¬ 
ticated  Beta  cus¬ 
tomers  will  understand 
and  be  willing  to  pay  for.  And 


to  help  you  commu¬ 
nicate  all  the  specific 
advantages  of  Maxell 
High  Grade,  well  pro¬ 
vide  you  with  informa¬ 
tional  floor  displays, 
merchandising  aids  and 
take-home  brochures. 
Ifs  an  approach  that 
has  already  proven  success¬ 
ful  with  Maxell  VHS  High 
Grade— the  first  high  grade, 
high  profit  video  tape  on  the 
market.  Dealers  have  found 
they  can  easily  sell  their 
customers  up  wrhen  they  explain 
the  advantages  of  Maxell 
High  Grade. 
So  if  you’re  interested  in  im¬ 
proving  the  performance  of  your 
cash  register,  just  show  your  cus¬ 
tomers  how  Maxell  High  Grade  will 
improve  the  performance  of  their 

Beta  machines. 

maxell 

ITS  WORTH  IT 

CorOKiio»»on  Ar^pr.cQ  60  Nl  OKU 


V  isit  us  at  SCES.  Booth  610. 


